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OVERNMENT departments and the 
Office of Production Management are 
not trying in any way to make things easy 

for the electrical appliance business. On the 
contrary, measures are proposed to make the 
going tough. 


Many important people in Washington have 
given thought to electrical appliances and other 
durable consumer goods and conclude that 
these products are in direct competition with 
the defense program. Our kind of goods com- 
petes with defense because it uses metals of 
many kinds and also because it employs a type 
of factory worker who could produce defense 
materials. Official opinion, therefore, is that 
direct and indirect means should be found to 
accomplish three things: 


First, to discourage buying and _ thereby 
reduce production in those industries—includ- 
ing the appliance industry—that compete with 
defense. Second, to limit spending by the com- 
suming public, thereby increasing the funds that 
may be diverted into savings bonds. Third, to 
build a reserve demand for the goods and a 
reserve of the money to buy them with, which 
will provide a cushion badly needed when the 
present emergency is over. 


I said above that the reasoning is that steps 
should be taken. It hasn’t yet gotten to the 
must stage. But here are some of the proposals 
and probabilities: In the first place there is 
excise tax. We are paying at the present time 
an excise tax on radios and _ refrigerators. 
Under the present law this tax is a small one, 


but the proposal has been made and is being 
seriously considered to extend excise taxes to 
a larger list of products, washing machines for 
one, and to increase the amount of the tax. This 
excise is not only for revenue but also for the 
purpose of making the price to the consumer 
higher and therefore discouraging sale. 


HE second means of discouraging buying 

is to restrict the terms on installment sales 
—increasing the down payment and reducing 
the number of months over which the payments 
are spread. This proposal has the backing of 
the American Bankers Association which 
recently recommended a new and stricter set 
of terms to its members. In this recommenda- 
tion refrigerators, for instance, would be sold 
on a 15 percent down payment ($15. minimum) 
and 24 months terms; washers, 20 percent 
down payment ($10. minimum) with 12 
months terms. There is a considerable body 
of opinion in the appliance field behind this 
move for stricter installment terms. A number 
of manufacturers and finance companies believe 
that present terms are too liberal and reasonable 
restrictions would be beneficial. 


These above measures are the milder steps 
talked about. The real difficulty will come 
when and if all materials for non-defense pro- 
duction are strictly rationed. 
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e Many of Maytag’s finest features 
are included. unchanged, in this ex. 
ceptional new washer. You will find 
such outstanding sales persuaders 
ons (1) Massive safety wringer with 
oversize flexible balloon rolls, auto- 
matic tension adjustment and finger- 
oui release bar; (2) big 22 gallon, 
porcelain tub with anti- 
splash crown and rubber -mounted 
iid; (3) long-life plastic gytatator in 
Mayta¢s proved design, (4) sedi- 
ment trap 


one- piece 


- (5) push-pull control 
putton; and (6) gravity drain hose. 


~The Brigadier 


Within the rea 











“Now I’ve got a modern 
Maytag for every prospect 


“You name the price class ... I'll show you a 
Maytag that any dealer can sell. 


“Today I’ve got a modern Maytag to fit the 
purse and desires of every washer buyer. 


“Yes, Maytag rang the bell again... this time 
with these new low-priced hits—the Brigadier 
and the Major. 


“And every model in this hot line 1s selling... 
in my town and all over the country. Look 
at the records! 


“That's what happens when the leader goes 
out after business—builds for it—advertises 
for it—fights for it. 





“Me-—I'm going to ride along .. . what about 
you?” 


THE MAYTAG COMPANY, Newton, Iowa 


Without obligation, please send me the full 


story of the Maytag franchise. 


Name _—_____ 


Address 





City, State 
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N July of 1938 the Portland Gen- 
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ect _— 2 
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the appliance merchandising business 
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Chere were a number of reasons back 


ut this decision, but undoubtedly the 


lief of th wuld be summed up by 
saving that they iad me to believe 
he cla ide ry the ulvocates 
through the dealer” plans that 

ich act would result in: 1. Better 
ide and public relations, 2. More 


lealers and better dealers who would 


yroduce, 3. More sales of merchan- 
lise, 4 } 


Less cost to the utility 


Che Portland company studied the 
various plans of this sort in operation 
up and down the Pacific Coast, talking 
to dealers as well as power company 


nen, and finally settled upon the 


“Reno Plan”, which had been in suc 
-essful operation on the system of the 
Sierra Pacific Power Company since 
1932, as most applicable to its needs 
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sales force of the power company to 
1 straight salary basis, salaries to be 
idjusted at the end of six months on 


the basis of accomplishments com- 


Then points 
sales were re- 
were given 


pared to quota assigned. 
illowed for company 
that 
one point more credit for every sale 
than for 
made directly by themselves. 

were approached through 


duced, so salesmen 


made through a dealer one 
Dealers 
dinner meetings at which the com- 
pany’s intentions were explained and 
asked. In 

the company’s divisions dealer asso- 
To express its 
good faith in retirement 
from merchandising, the utility took 


suggestions were two ol 


ciations were formed. 
complete 
no membership in these organizations, 


power company representatives being 


present at meetings only when re- 


quested. Contrary to many expressed 


pinions, the suggestions which came 
meetings 
Many of 


adopted as part of 


rom dealers at these were 


not in any way exhorbitant 


them were later 
the company’s final plan. 

By the beginning of 1939, the power 
had completely 
from merchandising activities in all of 

nine final 
which with 


, 
ympany withdrawn 
divisions. The 
effect 


time, 


7 
plan 


has been in minor 


changes since that recognizes 


that the utility has some obligation to 


pay part of the expense of putting 


load on the line. 


(1940) 


domesth Its assist- 


ince to dealers includes : 


1. Free connection for dealer-sold 
ranges, new or old, and service for 


electric ranges and water heaters 
during the guarantee period. 
2. Assistance with financing 


through the E.H.F.A. plan, adminis- 
tered by the utility. The company 
also finances wiring and installation 
costs for ranges and water heaters, 
without recourse to the dealer, at a 
cost of $1 down and $1 a month 
without interest. 

3. Assistance of a staff of field 
men who advise on sales methods, 
advertising, and window and store 
arrangement. They help outline cam- 
paigns and assist in tie-ins with the 
national sales programs. They also 





— 


Mrs. Thelma Brown, Portland General Electric home economist, instructs recent 
purchasers of electric ranges in their effective and economical use in one of the 
demonstration kitchens of the utility company building. 


aid in training “rookie” salesmen to 
sell ranges and water heaters. : 

4. A staff of home economists is 
available to follow up complaints. 
They conduct classes in the use of 
the electric range for new users and 
for prospects and occasionally handle 
demonstrations in dealer stores. _ 

5. An “Idea Digest” supplied 
monthly to each dealer. _ 

6. A cooperative advertising plan, 
by which the dealer is paid $4 for 
every range sold, up to one-half his 
advertising bill, and $7 for every 
water heater, up to three-fourths his 
advertising costs for this appliance. 

Staunchly back of this program 
from the beginning has been Jas. H. 
Polhemus, president of the Company. 
Shortly after its adoption, Fred G. 
Hodge, formerly of the Sierra Pacific 
Power Company was called to Port- 
land to help oversee the introduction 





Biographical Sketch of JAMES H. POLHEMUS 


President of Portland General Electric Company, Portland, Oregon 


R. POLHEMUS was persuaded to re- 

sign as manager of the Port of 
Portland to accept the position of ex- 
ecutive vice president of Portland Gen- 
eral Electric company in 1936. When 
Mr. Franklin T. Griffith, PGE's president 
for 27 years, resigned February 7, 1940, 
the day following his seventieth birth- 
day, Mr. Polhemus was made president 
in his stead on March | of that year. 

He was born and raised in Oregon, 
obtaining most of his education in Port- 
land public schools, attending the 
Bishop Scott and Portland academies. 
He went to Stanford university where 


he received his B.A. degree, then took 
postgraduate work in mechanical and 
electrical engineering. 

Subsequently he was in charge of the 
field engineering in the early steps of 
location and planning of the Celilo 
canal—at that time the largest engineer- 
ing project in the State of Oregon. 

Later he was sent East by the govern- 
ment to study dredging, after which he 
took over the responsibility for all the 
dredging in the Coos Bay district. 

The greater part of the Portland 
harbor development was completed un- 
der his direction. 


JUNE, 


of the plan as general division man- 


ager. A more recent convert is A. C 
McMicken, general sales manager. 


Geo. E. Sullivan as vice president is 
directly in charge of operation of the 
plan. Ralph Millsap, advertising 
manager, R. E. Staples, dealer cooper- 
ative supervisor for the outside divis- 
ions and George Madison, dealer pro- 
motion manager for Portland have all 
had a part in its success. 


More and Better Dealers 


For it has been a success. It al- 
ways takes from six months to a year 
of transition before any such change 
of system really begins to show re- 
sults. The plan has now been in prac- 
tical use for more than two years,— 
and figures are abundantly available t 
show that the claims of its advocates 
have been substantiated at every point 
It has produced more and better 
dealers. In 1937, when it was first 
thought of, there were about 100 deal- 
ers serving the public in the territory 
covered by Portland General Electric 
lines, and of these only about six could 
be called first class outlets for elec- 
trical merchandise. There are now 
more than 200 stores in this 
any one of which qualifies 
rating. The power company 
formerly employed 83 salesmen an 
officials in its sales department—the 
dealer salesmen employed were con- 
fined to the five or six firms referre 
to above. The power company stafi 
has now been reduced to 21, including 


active 
area, 
this 
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all concerned in this department. 
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he DEALER” 


Here's an exterior view of one of two stores of H. A. West, enterprising dealer 
doing the second largest electrical appliance sales business in Portland by means 
of 14 salesmen, a good location and modern display methods. 


The 
lealer however, have in- 
reased to the number of from 400 to 
500, varying slightly from one season 


salesmen, 


) another, but averaging at all times 
ly one salesmen to each 300 cus- 
and 625 


‘Customers. 


rough 
one dealer to 

Under the stimulus of the 
tive plan, dealers do vastly more ad- 
vertising. Records for 1940 show 
1,754 display ads amounting to 33,548 
‘olumn-inches, 578 classified ads, 236 
161 put- 
announce- 


coopera- 


ls in shopping newspapers, 
loor posters, 1,379 spot 
ments (2,730 minutes) over 6 radio 
stations, 13,267 mailing pieces, and 
$822.68 spent for theaters, trailers, 
fairs and the like. The power com- 
pany’s contribution to dealer advertis- 
ing for the year was $48,145, which 
total of well over $96,000 
spent for advertising over dealer sig- 
natures. It should be remembered in 
his connection that individual merch- 
ants come under a different rate from 
utilities 


means a 


and receive more space for 
» money spent. 


\ll these 


greater 


meant 
major merchandise. 
The figures overwhelming. It 
1uld be remembered in this connec- 
n that 1937 
nor “boom” year, with 1938 show- 


activities have 
sales of 
are 


was something of a 


ing a falling off in sales in most 
alities. And yet, even in this first 


ear of the experimental and partial 
yption of the plan, the dealers re- 
sponded with a five per cent increase 


iT 


range sales over the company and 
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dealer total for the year previous. By 
1940 the figure had increased to the 
point where dealers were selling 66 
per cent more ranges and 77 per cent 


more water heaters than power com- 


pany and dealers together had sold 
before the change. Comparing the 


records of 1940 to their own sales for 
1937, the increase shown is per 
cent for ranges, with 17 times as 
many water heaters sold. 


155 


The 1939 figures include some com- 
The 


pany now finances very few contracts 


pany sales to employees. com- 


for employees, as dealers 


have also absorbed most of this busi- 


appliance 


ness. 

That the continued 
into 1941 is shown by the reports for 
the first 1941, 
show a 50 per cent increase in the sale 


record is being 


two months of which 
of electric ranges over the figures for 
1940 and a 70 per cent increase in the 
sale of water heaters. 

Another beneficial effect has 
the spreading of selling throughout 
the year. Dealers their ad- 
vertising and produce more consistent 


been 
scatter 
sales in off seasons than was possible 


under a plan of power company led 
campaigns. The country districts 


Here is the first story on the operation of the ''Reno 


Plan" of through-the-dealer merchandising as it has 


worked out in Portland, Ore., since its inception 


By Clotilde Grunsky 








Avid Portland electrical dealers, Jennings Furniture company allotted 7000 square 
feet of floor space for their electrical appliance display and electric kitchen 
when they opened their beautiful new store in March. 





One of the most compact electric appliance stores in Portland's metropolitan 
area is Kuhnhausen's, who include the electric kitchen idea in their display. 


have a naturally different peak season 
of sales from the city. 


New Home Business 


sidelight on these 
figures is likewise shown by the 
record of new homes constructed in 
Portland during 1940. Dealers 
not missing any bets in this field. Of 


An _ interesting 


are 





RANGE AND WATER HEATER SALES, 1937-1940 


Ranges Water Heaters 
% Annual % Annual 
Company Dealers Total Increase Company Dealers Total Increase 
1937 1,372 2,561 3,933 1,496 175 1,671 
1938 678 3,462 4,140 5 647 675 1,322 —26 
1939 63 4,697 4,760 17 146 1,977 2,123 60 
1940 None 6,543 5,543 37 None 2,960 2,960 42 
1941 


1.178 new residences built during the 
12-month period, 977, or 83 per cent, 
installed electric ranges, 1,011 put in 
electric (94 per cent), 
and 527 or very nearly half of them 
Nine 
homes were entirely heated by elec- 
tricity, 800 blowers 
installed and 112 built-in space 
heaters. Not a bad record for a com- 
munity where the entire job of ap- 
proaching 
the dealers! 

The criticism is 
plans fall 


refrigerators 


installed electric water heaters. 


while furnace 


were 


the customer is done by 
that 


down in the 


often made 
cooperative 
This has not been 
Portland 


i xperience. T he 


country districts. 


so in the General Electric 
company has 84,043 


(Continued on following paqe) 
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Interior and exterior of Yeater Appliance Store in Salem. This dealer sold approximately 200 ranges and water 
heaters in 1940, besides other major appliances, small appliances, and severa! all-electric house heating jobs. 


ans ; Very proud of the electric kitchen in his store is M. J. Murdock, Portland 

te electrical dealer, shown above. The kitchen is only a small part of his display 

. A aay floor, but is used extensively for prospect classes which pay excellent divi- 
seh dends in appliance sales 


— 


SALES Seng “= 


— 


MW) ery 


e | ; : The Modern Appliance Co., Newberg, Oregon. Sell a complete line of major 
ro appliances and increased range and water heater business 48% in 1940. 


ton General Electric appliance dealers are the S. A. Nizic’s, Portland, who also 
ffset t Ya make good use of their electric kitchen, shown herein. 














dealers also sold outside their own 
territory. 

Other rural districts show a com- 
parable success. The “outside divi- 
sions,” which comprise 40 per cent of 
the company’s customers (45 per cent 
of them in small towns and 55. per 
cent country homes) last year ac- 


counted to 


38 per cent of the SVSs- 
tem’s range sales and 47 per cent of 
the water heater sales, with a rate of 
sale of 51 ranges and 29 water heaters 


per 1,000 meters. 


Dealers Good Merchants 


The rural dealer, says Mr. Hodge, 
who is in particular charge of the 
application of the plan in the outside 
districts, is usually a general mer- 
chant. The problem is to obtain his in- 
terest. The dealer cooperative repre- 
sentative finds himself competing: with 
mowing machine salesmen, grain and 
seed men, milk separator men, hard- 
ware and candy salesmen, not to men- 
tion general lines. He must be clever 
and persistent in order to persuade 
the small town dealer to take on a line 
ot electrical appliances, and then he 
must be still more clever and_per- 
sistent to sustain this interest and see 
that the electrical equipment gets a 
prominent display on the dealer’s floor 
or in his window. Once he is estab- 
lished, however, says Mr. Hodge, the 
rural dealer is highly successful in his 
sales results because of his intimate 
knowledge of the personal affairs of 
ill the farmers and residents in the 
territory in which he operates. He 
knows when the crops have been 
good, when the money has been paid 
for the crops and approximately the 
size of the bankroll of each and every 
one of his customers. He knows when 
a new baby is expected at the Smith 
home and that Mrs. Smith has an in- 
adequate supply of hot water. His 
sales are seldom in the form of signed 
contracts, but he gets the appliances 
in the homes in a way that the outside 
salesman could not hope to equal. Not 
least of the successes of the dealer 
cooperative plan has been the develop 
ment of just such dealers in = small 
communities. The number of com- 
prehensive electrical displays and en- 
terprising stores throughout the rural 
districts of the Portland General Elec- 


tric Company’s territory is impressiv 


Costs Reduced 


Now as to the fourth claim of re- 
duced cost. It is a difficult thing 
compare costs of placing load on the 
line as between one utility and another 
because of the differences in account- 
ing. Within the same company it is 
not so difficult—and the Portland 
Company testifies that on every ite 
its costs have been reduced. In the 
first place, it is getting five times the 
advertising for electrical appliances 
at half the cost. Its personnel engaged 
in sales promotion activities has dr 
ped from 83 to 21, with a consequent 
drop in the salary roll. At the same 
time the number of salesmen calling 
on the public (through dealers) las 
greatly increased. In its 1940 annual 
report the company gives the figure 
of economies resulting from changes 
made in sales promotion policies and 
(Please turn to page 28) 
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In this little locker a soldier keeps all his worldly goods. Large items must be Gifts that the entire company can enjoy such as irons, washers, refrigerators, 





traded off when the outfit moves. window fans and oil heaters are welcome. The boys sell them to their successors. 


What to send that Boy 
in CAMP 


The Army likes to have its 




















soldiers receive gifts from home 
a that his charges are scarcely more than every flying cadet has his private 
A 4 =. boys. He can understand the longing radio. At all other camps they are in 
} pes ' in the hearts of those young soldiers greatest demand. When taps is blown, 
y = for packages from home. The weekly _ the electric current is switched off in 
Brand-New Market Opens Up porent = saws 5 mney a youngster the barracks and 1 ud ) music is thus 
from death by homesickness sawed off. Here the boys with battery 
Soldiers are buying washers. “When a recruit leaves home,” said — sets score as anv number of them tuck 
es Associated Press newspapers this week Lieutenant Jordan of the 6th Corps the little fellows under their pillows 
icle are using a picture and story on the \rea headquarters in Chicago, “he is ind enjoy sweet mus far mto the 
oe household washer that is being used by asked to travel light. He is invited to — night 
' the members of a Quartermaster com- bring musical instruments and athletic Electric razors are hunky-dory in 
pany at Camp Robinson, Ark. Each equipment if he likes but otherwise nost places and the S set » like 
soldier contributed 10 cents on the There are plenty of |10-volt outlets that just come in the clothes he wears.” to sit medit itively on their bunks and 
down payment and pays another dime permit use of electric shavers or radios. \fiter induction he is completely out dias Thus they avoid thi aves m 
each time he uses it. pe Ores ; ; s | , 
Title beven to a satety razor, He gets rush. 
When Company H of the Indiana Na- t locker which is a small trunk about Phonograph records and_ phot 
tional Guard left Wabash for Camp 3x2x1 ft. in size. This locker rests at graphs are o.k. Lamps are out at least 
Shelby it took along a new household + aie ts e at alt he tae Be? ete Shear ager depen 
washer bought for the company with ACKAGES for soldi . > os ae Ones er seesignes ; without special dope fron - camp 
part of a fund raised by popular sub- the army are just as inevitable In the new bar ‘ there are plenty involved. 
scription. "It will be a popular and as measles and sunburn. Chances 4 outlets supplying 110-volt current While no firearms are permitted, 
valuable part of the camp equipment,” are 10 to 1 that some mother or girl and it is quite simple for a young ind no large pictures can be brought 
says the Fort Wayne Journal-Gazette. friend is going to barge into your place soldier to have a radio at his bedside by the soldier, cameras are welcome 
Becoming “disgusted with unsatisfactory asking for advice as to what 1s appro- \t Rantoul Field, Hlinois, virtually (Please turn to pa 8) 
r laundry service offered by concerns” in priate, especially if you are a World 
the cities near Camp Blanding, Fla., the War veteran 
men of the 155th Infantry, Dixie Divi- Don't go harking back 23 vears for | 
sion, “ingenious riflemen from Missis- cont Gone Teed Gin Ys nat sound | 
sippi,"’ solved the problem by purchas- od ‘ 1 
ul : panty waist to a grizzled old soldiet 
og ms . _ oy washers on ie, wale het today the arasy is Tun Barracks, while better than World War | affairs, lack a lot of comforts. | 
@ cooperative basis. Each company is . . ’ wi 5 . oy 
using 4 washer bought from its a differently. 
Almost 1,000,000 men are in the United No one snarled at ELectricat | 
States Army today and by mid-summer MERCHANDISING in Captain Flagg 
the trainees and enlisted men will equal fashion when we went to ask ques | 
the population of Los Angeles, fifth larg- tions. Instead pleasant public relations 
est city. Trainees start at $2! a month, officers trundled out all the dope they 
most of which is velvet. Large numbers had. And here's the main thing to re- 


g ontinue for several months to have et member : The old man, as the com 

enue from the business firms whose serv- , ' oe 
mandant of each camp sets the rules as 
ice they left. Many army men have con- 


to what is okay. Tel! your customers 


siderably higher incomes, with cor- on ‘ ; 
respondingly greater ability to fill their to find out first from the boy what 
wants and needs. will go. 

s. But realize that the “old man” knows 
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WAR BOOMTOWNS THRUST THOUSANDS INTO CRAMPED QUARTERS 


HENOMENA of 


recorded as the 


194] 
movement of 


: . . e 6 . 
families over the United States 


as the war boom dislocates industries. 
Boom towns, forgotten since grand- 
mushrooming far 


beyond the localities’ 


father’s day, are 
ability to house 
its new found population. Wilming- 
town ot! 
Charleston, 
Indiana, took a great leap upward. 
Ravenna, Oh Mineral Wells, Texas, 
Brownswood, Texas, Selm: 
Montgomery, Ala., Alexandria, La., 
Bellville, Ill., Alameda, 
Calif., Inglewood, Calif., Utica, N. Y., 
and Muskegon, Mich., are getti 


be among the towns where it is getti1 


ton, 


aT ‘ 
Illinois, jumped from a 
9,000. 


2,200 people to 





Rantoul, IIl., 


| 


to be difficult tor 


1 traveler to find a 


spot to lay his head when night falls. 


Bridging the gap is the trailer. Like 
the automobile, it started out as a 
pleasure” il today it affords 
cramped quarters to families who 
have had to move in a hurry. 

Generally it works this way: With 
the growth of the locality some indi- 
vidual opens a trailer park, sets up the 
necessary sanitation facilities, arranges 
with the local utility for power. This 


electricity he frequently retails on a 
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By Tom F. Blackburn 


flat rate to his trailer tenants, getting 
from $1 to $4 a month or more. 

“In my opinion this is technically 
a mistake on the part of the utility,” 
declares H. E. Wright of the Wright- 
Keim Company, trailer manufacturers. 
“It would be much more strategic for 
the utility to put sub-meters about the 
trailer park, require the trailer tenant 
to put up a deposit and let him enjoy 
full electric service. The utility will 
sell anywhere from four to six times 
as much current if the trailer tenant 
is on the same step basis as other 
residential customers.” 

Few of the trailers lived in by 
workers shower baths. Trailer 
parks generally supply central shower 
baths and facilities for laundry with a 
free or rented washing machine. How- 
ever, the trailer wife does her cook- 
ing, her ironing and keeps house in 


have 


her compact Because 


living quarters. 


it is so easy to run in electric service, 


the electric appliance has the inside 


track at the present moment in mak- 


ing life happier and easier in this cozy 
compartment. Bottle gas has not yet 
put in its appearance in trailer parks 
and it is not feasible to pipe city gas 
into these vehicles. On the other 
hand, virtually every trailer on the 
road today is equipped to plug into 
110-volt circuits. 

Electric hot plates work beautifully, 
but are not used in any great number 
at the present moment on account of 
high electric charges mentioned in the 
foregoing paragraph, Mr. Wright de- 
Most cooking at the present 
moment is done over gasoline burners. 
However, the electric roaster is a god- 
send to the trailer tenant. When sum- 
mer suns beat down on these tiny 
living places, the heat inside can be 
insufferable if there is a lot of cooking 
going on. The comfort of a 
roaster makes it one of the easiest ap- 
pliances to sell. 

Most trailers are built with ice 
boxes and it is here that the ice man 
is making his last stand. The reason 


clares. 


cool 


JUNE, 


lies in the inability of the trailer 
manufacturers, Mr. Wright says, to 
obtain a small 34-cu. ft. electric 
refrigerator for their vehicles. This 
demand for small sized electric refrig- 
erators is one of the things that make 
such an active market for trade-ins of 
this capacity at the present moment. 

Fans are doubly appreciated in the 
trailer. Without any attic of dead 
air to cushion out the heat, the one- 
room trailer needs all the assistance 
it can get to maintain cool living con- 
ditions, especially with a kitchen right 
under one’s nose. A fan blowing the 
air out the door, makes many a night 
livable for the family within. 

The coming of the circulating draft 
type of oil heater won a hearty wel- 
come from trailer owners. Says Mr. 
Wright, “That fan in the oil heater 
pushing warm air into every nook 
and corner made trailers twice 4% 
liveable as they had ever been before 
Almost every trailer you see is heated 
this way and while they may not be 
as comfortable as a steam-heated ‘lat, 
yet they are highly liveable in the 
coldest weather.” 

Toasters of the pop-up type are 
welcome appliances in trailer liv:ng. 
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1Park Dwellers 


need SMALL APPLIANCES 








This is a typical temporary home for one of the new Pratt & Whitney workmen at Hartford, Conn. 
There are 53 trailers like this in camp, all needing small appliances. 


For one reason the table on which the 
family eats is usually tiny. A pop-up 
type toaster takes up the least room. 
Second, the income groups that live 
in trailers are the nation’s greatest 
bread eaters. Toast is a steady ar- 
ticle of diet with these people. 

Irons of any type are all-electric. 
One of the jobs that visitors to a 
trailer camp most frequently see is a 
wife doing the family ironing. Many 
trailers have built-in ironing boards. 
It is easy to string a clothes line 
around a trailer park and _ family 
laundry goes on much as it does in 
any house. 

Two-gallon water heaters. In 
trailer life water is carried in a pail 
much as in a farmhouse without 
plumbing. The new two-gallon water 
heaters which can be hung on the 
wall out of the way, filled as needed, 
and which supply an instant amount 
of hot water for shaving or washing 
are the nuts, in trailer tenant’s terms. 

Electric coffeemakers find an appre- 
Ciative audience in this field. Work- 
ing people drink a great deal of coffee. 
Wives in trailer parks frequently hold 
kaffee klatches and an electric coffee 
naker that can plug in and operate 


HERE’S A MARKET FOR 


Roasters * Fans °* Irons Toasters 
Coffee Makers 


Clocks 


Oil Heaters 


2-Gallon Water Heaters 











This is a view of the trailer colony at Windsor, near East Hartford, where workers 
for the Pratt & Whitney aircraft people are making temporary homes. 
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A 


A coffee-maker and hotplate are "musts" to this trailer 
housewife whose husband is working at the new Bremerton, 
Wash. $60,000,000 navy yard. 








without getting the atmosphere hot is 
something that makes life worth 
living. 

Clocks, especially of the electric 
alarm type are handy objects because 
most trailer dwelling men have to 
hit the deck and get to work at a 
certain time. Furthermore, clocks 
take up no more space than a spring- 
wound mechanism, and since they are 
used only when the family is plugged 
in to some friendly circuit, they get 
just as much use out of them as any- 
body else. 

“There is no problem in selling 
these newly arrived boom workers,” 
says L. E. Davis of the Texas Elec- 
tric Service Co., Fort Worth, “pro- 
vided you remember to check up on 
their credit standing back home. It 
matters not if the individual is mak- 
ing $100 a week on his boom time 
job. His standing back home is the 
important thing to watch and if he 
is okey there you can safely $¢ll him 
electrical appliances in his present cir- 
cumstances.” 

And Mr. Davis should know be- 
cause Texas is full of boom towns and 
there is a big bomber plant building 
in his bailiwick. 
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Flow 


ATIMCTS 


A survey in the midwest of farmer buying 


habits and dealer coverage in 15 rural counties. 





vhere fa port by any dealer interviewed which 
ur f far irkets for lectrifed for several years, this con- indicated that farmers were using the 
| products was under equently presented a somewhat dis old familiar chant, “1 can get it whole- 
taken 1 t the mid-west by the raging picture to dealers and sale.” 
Gen y. These su listributors alike. Farmers are conceded to be shrewd 
vs are sp ed by the Farm Sales One of the facts the survey produced buyers, but successful appliance deal- 
‘< mn Appli ince nal Met vas th if although largest sales do ers catering to them reported a ready 
handise Department and are mn usually occur during the first year, the appreciation for quality, durable 
lu :% | Research 1 continues to be an unusually good mechanism, utility features, and eco- 
Dis ke appliances even after sev- nomical operation. These dealers fur- 
Briefly irvey consisted of an eral years of electrification. In the ther stated that if features and low 
y ip irea surveyed it appeared that pur- operating cost are properly presented, 
lian eal ind ises Of major appliances in many price is a relatively minor considera- 
lealer p e in 15 rural trad farm homes do not really get under tion. The number of nationally known 
ny ‘ ilatio vay until the second year. As a mat- appliances in the farm homes of this 
inge I! l 0 to 20,000 Dealers tel t tact, Irom an inalysis ol a area seemed to substantiate that state 
itil REA projects he juartet broad section of one farm state, in ment. 
inty aget ( re intet \ 1 fa customers of both private 
ewe itilities and REA projects partici What about Mail Order 
th stu vated, it was apparent that high own- Competition? 
rship conditions were not attained | th | ind 
Are Farm Appliances All until electric eervice tad been om t was found that good independent 
Purchased the First Year? soll Caan ale tex en Gain dealers were not disturbed over com- 
ke ; petition from the retail stores or mail 
, Where and How do Farmers order houses. In practically no case 
<a . Buy? were they found to be more successful 
; ‘s D : - 7 in the rural appliance field than lead- 
trical appliar ent uring the course of the study farm- 
‘ sides Pins ing dealers. It was reported that 
Im the ! \ I potent it Was ers were found-to-travel from five to a ] ] P . . 
91 , ‘ ‘ j , if theiz ‘ , farmers bought almost no major ap- 
wriginally 1 i upon the ) 1 rt ten miles to’ do their appliance Duying . 7 
; ys en an pliances from catalogs and that many 
vailable st ’ ile iD in| local trading centers in this area. sli ; oe ¢ : 
dealers were successfully meeting 
pliances to farmet vere mncentrated Most dealers were agreed that farm- aay" : ; eos : eyes 
; ‘ ee ite chain store competition by utilizing 
irgely in the vear i ediately fo ers like to “shop”; however, there : “ers . se ha ; 
. - equally effective trade-drawing tac- 
low ele tion It s there ippeared to be no greater demand for . F 
teal “ : tics, such as: 
fore assumed that unless a dealer price concessions from farmers than . . : 
anit 4 se = 1. Creating a comfortable rural 
ybtaine yusiness the first from their town and city cousins. It hag eee 
— a : : bate. atmosphere in their stores. 
vear he had 1 ed all the plums. In Vas ot interest that there was no re- 





Here is one of the types of trailers being used to promote appliance sales in the rural 
territories. Usually, a refrigerator, range, cleaner, washer and console radio are carried. 
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2. Building a clientele among the 
farm trade through active farm pro- 
motions. 

3. Developing confidence in the 
store’s policies through fair dealing. 

4. Demonstrating that farmers 
get their money’s worth when trad- 
ing with the store. 


How do Successful Dealers Get 
Farm Business? 


Many good dealers were encountered 
who aggressively go after the lucra- 
tive farm business and do not wait for 
With but 
few exceptions, the leading dealers in 
each of the fifteen rural trading cen- 
ters visited during the course of this 
survey were actively canvassing the 
farms. 


it to come into their stores. 


Little need be said of can- 
vassing since practically all good rural 
dealers accept this practice as a neces- 
sity for obtaining volume sales in the 
farm market. A much smaller num- 
ber, however, convinced that 
trailer canvassing can be successful. 


were 


JUNE, 





Can Trailer Operations be 
Successful? 


Experiences described by deal 
using trailers in canvassing illustrat 
that all objections, even with respe 
to the scarcity of man power, can lx 
overcome if proper initiative and mai 
agement ability are evidenced by the 
dealer. It was significant that without 
exception, the successful trailer opt 
itors were doing far and away tli 
outstanding jobs in the areas in whic! 
they operated, 

One dealer stated that, “The success 
of a trailer operation depends entirely 
upon the men who operate the trailers 
properly trained ar 
directed, make the most effective sale: 
men.” In hi 
ment and direction is a vitally 11 
portant part of a_ successful trailer 
operation. His trailer activity has met 
with outstanding success. 


Farm boys, 





s opinion, sales manag 


How One Dealer Operates 
Trailers 

Despite considerable discouragement 
this man decided 
to give the trailer method of promot 
ing his business a fair trial. From past 
experience with phonographs, 
radio, and from selling 


from other dealers, 


while 
pioneering 
washers for many years, he was co! 
vinced that prospects are most easily 
converted into customers in their ow! 
homes and that much of the competi- 
tive influence can be eliminated. He 
believed that this might be especially 
true in dealing with the farm track 
\s a result he purchased a second 
hand trailer for his experiment. 

His trailer was placed in charge 
capably trained men who knew far! 
ers, their problems, their habits, and 
their thinking. The trailer is sm 
about 6 feet by 10 feet. The floor 
covered with a kitchen-patterned lit 
leum. The interior is painted a 
furnished like a kitchen — curtains 
screens, and all. Usually, a 6 it. 
frigerator, a range, a cleaner, and 
washer or a console radio are carric 
additional cost 
slightly greater th 
normal depreciation on the light coup: 
used to haul the trailer have been ex 
perienced and this dealer is convinced 
that his ratio of sales to calls is much 
higher than can be obtained by using 


Only a_ slight 
gasoline, and 


other methods of canvassing. 
He stated that, “In the final analysis, 
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trailer is just another sales tool Pic 
tures perhaps suffice in selling decora- 
tions, gadgets and eye appeal, but to 
me these things are not features, and 
are useful only if a prospect’s attention 
is distracted from the mechanism. To 
me, the de luxe part of a refrigerator 
and I want the 
article with me to back up my state- 
ments. 
stitute the punch that puts over sales.” 

His trailer has no signs or banners. 


It invites curiosity and he reports that 


is its mechanism, 


Catalogs plus the article con- 


few prospects refuse to “step out and 


see the exhibit.” In their own sur- 
roundings, these prospects are very 
much at ease and supply the alert 


salesmen with the cues needed to con- 
vert prospects into customers. 


Building a Business with a 
Trailer 


Business directly traceable to a 
trailer has changed another dealer in 
the period of only one year from a 
non-entity in appliance merchandising 
0 an important factor, accounting for 
ver 300 major appliance sales in 1940. 
[In this case also, the dealer has a well- 
jualified man operating a large trailer 
8 feet x 14 feet) whose cost of opera- 
ion was estimated to be about a dollar 

day, but whose value in obtaining 
tusiness is practically the value of the 
susiness itself, 
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Business directly traceable to a trailer has changed one dealer from a non-entity in appliance 








merchandising to an important factor, accounting for over 300 major appliance sales in 1940. 


oper 


tes 1n an area ap 


ites 
proximately 15 miles square and the 
dealer stated that practically all of the 


firm’s sales are the direct result of the 
trailer operation, half of their sales 


being made “on the spot” with in 


mediate deliveries. 


Trial Installations 
In the experience of another dealer 
interviewed, trial demonstrations with 
the use of trailers have been very suc- 
cessful. It has 


ly few cases to remove an ap- 


been necessary in 
relative 
pliance after the prospect has had a 
chance to become familiar with its use 
in his own home. Most appliances 
can be left ‘ton approval” and his sales- 
men do it every time possible. The 
following anecdote covers a somewhat 
unusual case, but does illustrate the 
importance of 
in.” 


One day, while canvassing with a 


“vetting your gf ods 


trailer, a salesman called at a farm 
during the absence ‘of the owner and 
his wife. A junior member of the 
family permitted him to leave a six 
cubic foot refrigerator in the kitchen 
“to surprise the folks when they come 
home.” 

The next day an irate call was re- 
ceived from the farmer, demanding 
that the refrigerator be removed. The 
salesman, however, let another day or 
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taking it out of the 
$v that time the housewife 
wanted to keep it, although her hus 
band was insistent upon its removal. 


sO elapse bet re 


house. | 


\ day or two later the salesman met 
the husband in town, and cheerfully 
inquired, “Do you miss the refrigera- 
tor?” 

“IT don’t—but my wife does,” was 
the answer 

“It’s still in the trailer.” 

“W-e-l-l, take the darn thing back.” 

\nother salesman was canvassing a 
nearby town of less than 1,000 popula- 
tion and found an elderly prospect who 
had decided 


lower-priced brand of refrigerator. He 


to buy a_ well-known, 


contended that while it might not be so 


good as the one in the “exhibit” it 


would probably last as long as he 


would. Cost of operation was the 
argument that clinched the sale after 
the prospect was given an opportunity 
little electricity the GE 


refrigerator actually 


to see how 
used. The re- 
frigerator was left in his home until 


the prospect had_ satisfied himself 
which turned out to be less than a 
month. It was a cash sale, and the 


dealer reported that the customer’s 
pride of ownership was a strong fac 
tor in closing additional sales among 
his friends and relatives 

Although 


vive accurate 


dealers were unable to 


figures relative to ap- 


ct msidere 


pliance sales that can be 
“plus” business due entirely to trailer 
operations, evidence proving its in 
portance to the over-all operations 
piled up as dealers and their salesmen 
related incidents where sales were 
made because the trailer had made a 


demonstration possible. 
Plus Business from Trailers 
For Dealers’ Salesmen 


A salesman called upon a farmer a 
} 


few miles from town who, he thought, 
was a prospect for a washer. Upon 
driving into the barnyard, he found 


that the farmer already owned a 
washer. He also found that his cat 
and trailer were stuck and that he was 


obliged to call the farmer in from the 


fields to help him get out of the mire. 

While helping, the farmer became 
curious about the contents of the 
trailer, and from the ensuing conversa- 
tion became interested in the display 


bought a refrigerator 


\s a result, he 
and eight additional sales to his friends 
and relatives were also claimed by the 


dealer to have resulted from this in- 
cident. 
And then there was the prospect 


who was about to buy a furnace! Since 


the dealer didn't sell furnaces, the 
furnace prospect became a refrigerator 
customer. The trailer again was re 


sponsible for the sale 
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This photo shows the front of the May store, which although it is more than forty years 


old, contains one of St. Louis’ most modern appliance showrooms. 


It is located on an 


ntersection for both bus and streetcar stops, and thus has a heavy traffic which has been 


of much advantage to sales. 











Inside the May Appliance Company showroom, all major appliances are shown in groups 


of three. 
of the appliances stands out very well. 


As shown, the wall is done in light pastel blue, against which the white enamel 
The salesman who has ‘floor time” for the day 


on which the photograph was taken is polishing the refrigerators. 


Salesmen's allowance, re-conditioning and a separate basement display room 


for used refrigerators solves the problem for May Appliance Co., 
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This group of 


used refrigerators, all of which have been traded in on new GE refrigera- 


ind street car transfer stations on the 

ume corner, Mr. Fay has built up a 
» t 

$100,000 yearly his appli 


Included in unit volume 


volume on 


inces lines 


ire 350 refrigerators per year, more 
than 300 washing machines, 200 
ranges, and 115 stokers per year. The 


pany has eight outside salesmen, 


tn the et 


nphasis definitely on their 


yutside” work through the fact that 
the men spend only an average of eight 
urs per week on the salesfloor, the 


rest of the time working on leads trom 
four- 


which May 


users, and those provided by 


column advertisements 


runs consistently in “community” 


newspapers in its district. For more 


than eight years, 


been featured in four 


May appliance ad- 
vertising has 
such local news sheets. 


best selling field is above the 


$200 mark” Mr. May told ELectricat 
MERCHANDISING “And we use our 


hrinecine 


bringing in new 


“Our 


users primarily for 


prospects, creating new add-on sales 


old customers. Specializing in re- 


igerators, we offer a commission of 
$5 evet pect wi } a 1 

) very rospect WNO DUVS a DOX 

ve $200, $3 for every one purcias- 

g a box anywhere below that figure 





tors, is typical of the way in which May Appliance Company demonstrates its recondi- 


tioned stock 


tour years old. A 


In this group are refrigerators more than ten years old, and as recent as 
of these in the photograph will sell at about $45, although the price 


on such models as the 8 foot Frigidaire in the background may be a bit higher. May 
Appliance Company at present is designing a new basement showroom with modern walls 


and tile floor a few feet away from this point. 


We carry this idea to our entire list 
of some 5000 customers every three 
months by direct mail, and make every 
effort to specialize in the refrigerator 
end of the business.” 

Naturally, with the huge volume of 
350 refrigerators a year sold by this 
St. Louis been an 
equally trade-ins 
coming in for consideration. Mr. May 
feels that the saturation point found 
elsewhere in the country has not 
reached as high a peak in his terri- 
tory, at present to about 35% of the 
market. Because May’s merchandis- 
ing methods cover every type of pros- 
pect from buyers to 
owners of small restaurants and simi- 
lar businesses, he has reached just 
that percentage of trade-ins—35%. 


firm, there has 


heavy amount of 


wage-earner 





































































St. Louis. 


During 1940, the May showroom dis- 
posed of 110 used refrigerators sold 
by the company salesmen, and another 
50 “junk” models through a clever 
idea which will be discussed later on. 

The process by which May Appli- 
ance Company has turned used re- 
frigerators into profits is: highly inter- 
esting because the company’s markets 
are not tailored to better-price recon- 
ditioned equipment. “Our experience 
has been that surprisingly, we can 
sell refrigerators either in the new 
high price bracket, or in extreme low 
price classes where trade-ins are in- 
volved” Mr. May explains “And al- 
most nothing in between. For that 
reason, we do not feel it profitable to 
go to as complete a reconditioning job 
as possible on our used boxes, whicl 
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ordinarily might cost us $20 or $25 
per unit. Instead, we have found that 
the proper road to quick turnover of 
trade-ins is a flat rate conditioning 
which enables us to sell the 
average trade in within six days after 
its receipt, and at least break even 
on the entire deal through this speed.” 
He feels that many electrical dealers 
located in neighborhoods made up of 


service 


people who count every cent carefully 
can successfully use the system he has 
worked out 

\ll appraising on trade-ins for May 
Appliance Company is handled by the 
salesmen themselves, who participate 
in the gross profit on the deal, and 
are allowed to make any allowance 
which they deem fit. If the allowance 
is too large, the salesman will lose 
part ot his commission by reason of 
it—thus, Mr. 


appraising as a result 


May has found better 
The salesman 
can actually profit twice by a wise 


allowance 


1 


inasmuch as he is paid a 


small commission on the sale of the 
reconditioned. refrigerator above that 
deal. 
making 
allowance decisions has taken 
off Mr. May, and he places full trust 


in the judgment of his salesmen. “My 


allowed him on the new box 
Consequently, the strain of 


1 
peen 


men have a total of 65 years in the 
business behind them” he pointed out. 
“The youngest with me for six years 
and the rest for ten or more—so I 
have full their ability 
to handle the deal from start to finish 
without my help.” 

All trade-ins accepted (with allow- 


confidence in 


ances running all the way from $3.95 
to $50) are brought by truck to a 
basement room in the 
May store, where Mr. May himself 


reconditioning 


decides whether they are worthy of 
reconditioning for resale, or classifies 
“junk.” All falling into the 
field, orphan 
damaged or 


them as 
junk 
badly 
those with paint in irreparably bad 
condition are separated from the rest, 
and sent in lots of five or ten to the 
Selkirk Auction auction 
disposal firm a few blocks away. Here, 
on weekly auction days, they bring 
from $15 to $20 each at an average, 


such as boxes, 


worn units, or 


House. an 


always a few dollars more than was 





allowed on them, and at least $7 more 
than their maximum worth as salvage. 
Many are bought by servicemen who 
can repair them for their own homes, 
others go to owners of summer cabins 
in the country who see in them eco- 
nomical refrigeration for 
and weekends. In any May 
Appliance steadily 
profited from this outlet, both because 
it removes all worry and responsibility 
from the firm, and the extra dollars 
involved. 

The remaining 
thoroughly 
at a flat rate of $12 for reconditioning 


vacations 
case, 


Company has 


trade-ins are 
reconditioned as needed 
compressor and refrigeration mechan 
ism as well as the box itself, and down 
to $3.50 for minor repairs and touch- 
ing up. All this work is done by an 
“outside” 
from four to six days a week in the 
May basement. In a small truck he 
carries a complete parts inventory, all 
tools, and replacement 
A $12 job (the service 


a bill for each job) 


service man who _ spends 


merchandise 
man submits 
consists of new 
il connections, 


electric: cleaning out of 


coils, new commutator for the motor, 
acid cleaning and polishing of interior 
and exterior rubber 
gaskets, and tightening up of all parts 
Every such job is run for 24 hours 
then given a 30 day guar 


hardware, new 


as a test, 
antee which May Appliance Company 
man. No 
—since the market 
is of a type in which paint and appear- 


backs with the same service 
boxes are repainted 


ance are secondary to efficeincy ex- 
minor touchups with brush 
and enamel. About 50% 
$12 job, the remainder varying from 
$3.50 up to $10. All must be sound 
in operating ability before being sold, 
Mr. May insists, and for a 
touch, are given a stiff waxing with 
automobile polish before going on the 
floor. This provides a new and dirt- 
free appearance which makes up to 
some extent for the lack of new paint. 

As shown, all trade-ins are sold in 
a capacious basement showroom which 
can contain 30 models, but is kept 
to 20. Here they are arranged in a 
horseshoe around the walls, all kept 
operating solely for the extra selling 
appeal the cold thus 


cept for 


require the 


novel 


provided can 


i 


suit 








There are no price tags what- 
unit. “We prefer to 
leave that end of it up to the sales- 
man” Mr. May said, “Allowing him 
to get the best price possible for the 
box. All of our men know approxi- 
mately the trade allowance given on 
the box, and try to get as much profit 
Because of 


give. 


soever on any 


above that as possible.” 
this feature, and 
peal of the used boxes, May Appliance 
invariably sells each trade-in to the 
first customer who looks at it—at an 
average price of $45. No used re- 
frigerators are placed in the windows, 
or on the first floor-—Mr. May simply 
making it plain that he wants to get 
rid of them as quickly as 
from the basement. 

The average $45 selling price covers 
the $12 conditioning cost, allowance 
of $10 or $14 or $18 (typical) and 
still allows a minor profit—enough 
that willing to spend 
time in trade-ins. If 
one salesmen sells a box taken in by 
another, he is allowed 10% additional 
commission for his salesmanship. The 
used-refrigerator department is adver- 
tised in classified newspapers at least 
twice a 
make of the box wit 
cient traffic 


cold-operating ap- 


possible 


salesmen are 
merchandising 


week, giving age, size and 
h no prices. Suff- 
from this and the repu- 








‘i an 
Mr. May here demonstrates a 6-foot refrigerator which has cost only $8 to put in first 


class condition. 


St. Louis dealer must contend with. 


to an auction house, where it brought $17. 


rate for these small boxes, because many are sold for use in country homes, or in efficiency 


apartments around the neighborhood. 


In this basement shop of the May Appliance Company the “outside” service man of the 
company does all of his reconditioning work. 


range being repaired at the left. 
he has spent $12 on reconditioning. 


polish, to give it a handsome, clean appearance. 
of repainting, yet has had no such treatment from May Appliance Company. 
sold a few days later for $45. 





Note the handsome appearance of the box, interior hardware which has 
been acid cleaned and polished, and the excellent condition of the box exterior. This 
unit sells for approximately $50, and is one of the many “orphan” brém@g. which this 
Another refrigerator of exactly the same make 
(Sparton) was received on the same day, but instead of being reconditioned, was sent 


i) 
Note the extra trays hanging on the wall, 
Mr. May here is demonstrating a refrigerator on which 
It has been waxed and polished with automobile 
Note that the box gives every evidence 

This model b 


tation of the company is provided 
make the weekly 
refrigerators possible. On some used 
boxes May Appliance Company mere- 
ly “breaks others the 
achieve a profit of worthy amount 


turnover of used 


even” on 
but in any case, there have been ab 
solutely no deals on which the store 
lost any of its profits on a new GE 
refrigerator. In this 
mately $6600 in 
was smoothly turned over during 1940 

In connection with the market fot 
this merchandise, it might be 
to mention the “gift” features of the 
store. Mr. May is firmly convinced 
that small gift souvenirs which go to 


every prospect or who calls at 


way approxi 


used refrigerators 





well 


user 
the store are a valuable 
asset. 
than five years distributed $1000 worth 
of small 
thermometers, 
lighters and similar 


promotional 
Therefore, he has for more 
screwdrivers, pot holders, 
ashtrays, cigarette 


premiums per 
I 





year. Each bears his own name and 
that of the store, and is always useful 
enough that the customer is “exposed” { 
to thoughts of the store several times | 


per month. Ordered in ten gross lots, 
these cost Mr. May 5 cents each, and 
are believed to be the source of more 
than half of his reconditioned-retrig 


erator volume 


Mr. May makes a slightly higher allowance 























ADEQUATE DISPLAY 


Se / /s 


‘wht Conditioning 


The Dallas unit of the F. & W. Grand-Silver stores jumped to second place in lamps 


and lighting equipment sales when they made it easy for the customer to buy 


Electric lamp bulbs are kept 
piled in profusion in the glass 
bins which comprise the ap- 
proach display in the electri- 
cal department of the Dallas 
unit of F. & W. Grand-Silver 
Co. Mr. Fischinger holds that 
this quite simple arrangement 
has been one of the most im- 
portant factors in the remark- 
able building of sales of all 


manner in his department. 


This display of lamps and fix- 
tures is immediately to the 
left of the central display. It 
consists, as will be noticed, of 
a step-up, or terrace arrange- 
ment of small lamps, placed 
so the customer can examine 
with ease. There are plug-in 
outlets conveniently placed to 
enable Mr. Fischinger to give 
added variety to his displays 
by lighting some of the lamps. 
This arrangement has sent 
sales of lamps steadily up- 
ward, he reports. 


Looking down the aisle of the 
department shows how the de- 
partment has concentrated 
conspicuously the wide variety 
of accessories, such as shades, 
health lamps and similar mer- 
chandise. These, too, are 
readily within reach for in- 


spection by the customer. 


Hk story 


] 
play 


‘ t what adequate dis- 
will accomplish tor the 
electrical appliance dealer who 


“ft 


vets onto the light conditioning band- 


Wagon Is new to none. The story of 
how Ernest E. Fischinger, manager 
t the electrical department of the 
Dallas unit of the F. & W. Grand- 
Silver stores, jumped his department 


sales from a national rating of sixth 
to one of second place is another bit 


i the increasing array of evidence of 


what emphasis on this device will 
ichieve. 

Mr Fischinger not only sent the 
sales of electric bulbs spiraling up- 
ward, but they carried sales of every 


ther appliance in his department with 
counted 
Dallas unit 
Phila- 


The race was genuinely 


them. When the score was 
for the 1940, the 
bested only by the 
delphia unit. 


vear of 


h id been 


' 


close. Philadelphia was ahead _ by 
only $35 

The youthful manager of the Dallas 
tore says that he determined to put 


his department 
leaders. He set 


right up among the 
about to study how 


this best could be accomplished. His 
light conditioning display seemed to 
him the most handy means to step- 
ladder himself up into the honored 


row, 


One of the most interesting facts 
about this remarkable increase in busi- 


ness is that it sprung almost wholly 


from a simple and virtually costless 
device. The leap of sales was based 
entirely upon a move to give the 


customer a better view of ordinary 


lamp bulbs. 
Mr. Fischinger 


stood by and ob- 


served that for some reason his bulbs, 


failed to 
He substituted 
termed bins. These 
consisted merely of lengths of ordinary 
plate glass, six inches high. They per- 
mitted the piling of bulbs in consider- 
able numbers in each of them. In 
short, they merely permitted showing 
bulbs in piles. In 
lights were kept illuminated 
bottom of the displays. 


contained in flat displays, 
attract buying notice. 


what might be 


these 
at the 


some of 


The results of this experiment 
proved Mr. Fischinger was on the 
right track, he relates. Sales of 


bulbs began to respond at once. They 
jumped right up, in fact. 

It has been Mr. Fischinger’s obser- 
vation that the shopper in his depart- 
ment, seemingly following the “pat- 
tern” which has been developed in the 
shopping through 


self-service estab- 


lishments, was led right to purchases 


by this exceedingly simple device. 
The woman picked up this bulb or 
that, looked it over exactly as she 


would an orange, perhaps, or a cu- 
cumber, and 
purchase. 
Over to the left of the bulb depart- 
ment there is one devoted to showing 
of all manner of electric lamps and 
fixtures. 


made her selection and 


It occupies a nook favorably 
situated, where the eyes of the cus- 
almost certain to turn. 
This nook next received the attentions 
of Mr. Fischinger. 

In the first place, he recounts, 
ready had abundant stock of 
variety. It needed for any 
building up of that factor. 
lamps and fixtures galore; but the 
buying public seemed little more than 
casually interested at most. 
work here, Mr. 
ger again put lengths 
to work. He 


arrangement, 


tomer are 


he 


every 
was not 


There were 


Going to Fischin- 
of plate glass 
prepared a 
which permitted the 
stepping up of his equipment in single 
rows. None of these is so high that 
the customer cannot easily 
and take in 
in display. 
Here, as among the 
bulbs, illumination 
attractiveness. 


terrace 


reach for 
hand any of the lamps 
displays of 
used to add 
Accomplishment — of 
this involved only the plugging in of 
a lamp here and there as his taste 
indicated. 


Was 


The consequence of this move be- 
gan at once to be exceedingly evi- 
dent. Women and other shoppers, 
casting eye from the array of bulbs, 
found their interests arrested by this 
showing of lamps. They walked di- 
rectly to them, and began to buy them. 

Here again the familiar merchan- 
dising method of permitting the 
prospective customer complete ease to 
handle and inspect fully the object 
bore fruit. The customer can reach 
up easily and take in hand whatever 
one of the lamps she may find hold- 
ing her attention. She needs not fear 
that she is going to cause disarray 
of the remainder. There is not danger 
present that in doing so she may dam- 
age others. Further, any one of the 
lamps may be plugged in, if that be 
desired, and the customer enabled to 
see it in illumination. 

Sales of lamps and fixtures bounced 
up concurrently with those of bulbs. 

While these highly desirable things 
were taking place, Mr. Fischinger 

(Continued on page 73) 
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Cool Fan Show on a Hot Day! 


The sidewalk sizzling and a 
soaked shirt. Ah! What is 
that just ahead? Billowing cool green 
curtains, a swinging Jap lantern, rib- 
bons fluttering and a swaying fan 


with attached gaily colored show card. 
From down the sidewalk the 
ing pedestrian, out of the 


perspir- 
corner of 


his eye, has caught sight of that breezy 
corner display and its suggestion of 


relief and comfort. Then his eyes are 


drawn toward the gently moving 
green side-curtains, the swaying lant- 
ern, the spinning pin-wheels; and, 


when in front of your show window, 


the full selling force of the complete 
indow tells him to buy a fan—now. 
A hot day is a field wa for selling 


know. » here is a 
wt Sree a lot of 
In this instance, the 
fan display has been sepa- 
rated. The center and two side 
ed in front of 


fans, as we all 

it-weather 
variations. five- 
piece G. E. 
pieces 


re locat a center table, 


on which are placed three fans; more 
can be added if the table is large 
enough. Two of the side pieces, “Air 


Cochrane 
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This is another manufacturer's fan window display 
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Here is the completed window described below 
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WINDOWS Sell FANS 


By I. 


nnn 



















---Fan guard / 
Loop fo fi#in pocket 
on year of display card 


Cool your Dining Room” and “Air 
Cool your Living Room”, are atop 


two lamp tables, or other 
and each sign is fastened to the rear 
of an oscillating fan with different 
colored tied to the front of 
the fan guard. The fans, the ribbons 
and the gay ten-color show cards are 
all in motion, as a pleasing way to 
more quickly catch the and to 
drive home thought. 

The cost of this display is small, 
and the work required is relatively 
slight. A Jap lantern is fastened to 
the inside center of your top curtain 
or valance. Then Dennison or other 
emerald green paper is pinned to the 
rear of the valance 
draped fullness. Any simple tie-back 
finishes the curtain job. Remove the 


supports, 


ribbons 


eye 
a buy-now 


so as to allow a 


base section and easel from two of 
the small displav sections. Then with 
stout wire, such as 4-inch copper- 


round 
loop one end 


coated bessemer rod, a 


and cutting 


pair of 


nose pliers, 


1941 





right 
three- or ty end with 
gumimed tape. Two of these sup- 
ports for 


on rear of display at angle and 
cover the 
wire 
each corner display piece. 
his simple method will hold the dis- 
play rigidly in position, as 
shown in the sketch herewith. 
Every fan maker 
displays which 
same 


pieces 


provides counter 
may be used in the 
manner or, if no display cards 
are available, cut two pieces of stout 
cardboard or  beaverboard about 
30x 15 inches, cover them with green 
metallic paper and paste on window 


stickers, price cards or other adver- 
tising matter. Green metallic paper 


is highly reflective and the to-and-fro 
motion adds to its glistening sheen. 
The rear plan of this window is 
merely a starting suggestion. Place 
plenty of fans around, on the floor, on 
tables or other supports, but so ar- 
ranged that any one, with the excep- 
tion of those turned on to provide mo- 
tion, may be readily removed and 
sold. A fan is placed back of the 
center piece in order to keep the pin- 
wheel spinning, you will see that the 
little girl is supposed to be holding it 
in her hand. The table top artd box in 
the center of the table should be 
covered with green crepe paper, with 
scalloped or other decorative project- 


ing edge. The fans will keep the edges 


of green crepe paper and, 
to keep it in motion, use 


Card is 
Fan ” > 
S) 
a Baad one Cand e 
fan & 
z 
% 
HiMtl. Wy |: 
~~ Streamers vee: -" 
can Fan —-—-r' 
~~ Card Card -----», 
. a 
Glass window- 
The card may be raised or Plan view of window 
lowered by changing the 
position of the pocket of = . 
the rear of the wire around two fan guard vibrating, just to add still more cool- 
bars; turn wire at right angle and ing effect to this window. And, you 
force the other end through a lower might further add along this line by 
corner of the display; turn up wire _ setting up a rear curtain, or backdrop, 


if necessary 
a concealed 


fan to do so. Then the green crepe 
forward, center and rear, is gently 
fluttering, just to add to the sense of 
fan-made coolness in contrast to the 
heated atmosphere on the outside. 
Plenty of fan-made motion in this 


window helps to attract more attention 

















and to sell more fans. 
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Two 


"Quickies" for Range 
Demonstrations 





When one Hotpoint home economist 
looks women audiences in the eye, she 
knows they are thinking ‘What would 


happen if | should pour something sticky 
on the heating elements of a range? 
Would it be a mess to clean up? 


Without being asked she always trots 
out a cup of the stickiest stuff she knows 
of—honey. First she lets it dribble from 
@ knife to show it is really honey. Then 
she plunges in a demonstrator heating 
element into the honey, yanks it out and 
shows the audience that it is perfectly 
clean. Thereby is proved a point—that a 
hot element itself and there is 
nothing left for the housewife to do if 
she should spill something. 


cleans 





To show how 


rapidly heat is 
ferred in an electric range, this range 
demonstrator calls one of her audience 
up and gets her to put a finger in a 
cup of cold water. Thrusting a demon- 
strator heating element into the other 
side of the cup, she proves to the audi- 
ence that it isn't a minute or more until 
her guest on the stand will yank her 
finger out of the cup with a yowl. The 
water is too hot. 


trans- 


Gifts Are Selling Aid 


= \ V I yne bearing gifts” is more 
than an idle slogan of the eight 


dealership 


salesmen 


GE 


Appliance 


Company, at 2800 


Cherokee Avenue, St. Louis for this 
outstanding St. Louis appliance firm 
PAGE 16 


1940 


worth of 


gave away more than 


$1000 small novelty pret 


of the firm, 
although they 


Edward May, president 


gifts, 


s convinced that 


iy be unimportant at the time, do a 
better selling job than a full page 
newspaper ad, particularly where 


prices must remain the same day in 
and day out through the year. Last 
10,000 actual 


yeal more than items 


were distributed among prospects ind 


‘ustomers of the store. Among them 
were coffee measuring spvons, ash 
trays, thermometers, pot holders, and 


5 42.8. 
Varad STICKS 
} 


lar premiums during 1941 has been a 


One of May’s most popu 


driver with a 
plastic handle—upon which the 
and its refrigerator line is 


permanently engraved. 


small six-inch screw 
name 


of the firm 


“Women appreciate small useful 
gifts of this sort much more than is 
commonly thought” May reported 


“For example, we have had as many 


as ten teleph yne requests a day for a 


gift within a week after we begin us- 
ing it. For example, a small plastic 
thermometor which we featured last 
year was requested so much that I 
iad to renew stock three times in a 


month.’ 


May makes no restrictions concern- 
ing the distribution of his gifts—ex- 
cept that they go to a person who 





i 
hiv +} rw 
uughly the merchan- 
The average 


in the store 


from 5 to 10 cents, and is 





dea 


usually bought in 1000 lots, ample 
enough to care for a month’s business. 


makes 


May one stipulation; that every 
such gift has plenty of space for his 
own name and that of the GE line. 


In this way, every time the gift-re- 


cipient uses it, he will think of the 


firm. If the gift is given to the pros- 
pect inside the store, the name and 


address of the latter is written down, 
and direct mail will be used frequently 
thereafter. Response from this end 
of the promotion has proven far better 
than anticipated, and May estimates 
that 35% of the 
tomers were developed through 
gift feature. 


regular cus- 
the 


about 





Contrast Tells the Story 


M°" dealers are not interested 
in trade-ins after they pass 
their period of re-saleability, but 
Studios of Ogden, 
Utah have found an excellent use for 
old They use them in 
their windows to point the story of 
the good values to be had in modern 
equipment. Adrian Godfrey, sales- 
man and window decorator for Vern 
Brown, believes in windows which are 
traffic The organization is 
not a large one and has no time for 
“pretty” or elaborate displays, but he 
has found that appliances which are 


Brown's Radio 


really 


ones. 


stoppers. 


old enough to be of historic interest, 
contrasted with the equivalent equip- 
ment now available at modest prices, 
plus cards with humor and “punch”, 
will catch the attention and provoke 
interest enough to insure the message 
i over. Frequently they have 
yrought people in to report that they 


remembered a range, or a washer, like 





“Sure Grandma did it" says 
this window at Brown's Ra- 
dio Studios in Ogden, Utah. 


in Window Displays 


the one shown. Sometimes they still 
own one and are interested in know- 
ing prices and terms for the modern 
equipment. 

“Sure, Grandma Did It”, ran the 
card on one window, which showed a 
mechanized figure at a wash tub 
which did a very lifelike job of scrub- 
bing the shirt she had in her hands. 
She also did a good job of stopping 
traffic to look at the special “deals” of 
dinnerware or aluminum ware premi- 
ums which the 
window. The old range which was 
displayed in contrast to a modern 
range was a March promotion. It 
was a real old timer, with a wooden 
frame and open-faced wiring, but still 
in usable condition when taken in. 
The fact that it cost $300 in 1920, 
where as the modern range displayed 
alongside it could be had for $89.95, 
told an impressive story of good 
values. The window sold four models 


were displayed in 


"In 1920 This Range Cost $300" 


says this window—and a modern 


range at $89.95 is contrasted. 


JUNE, 


of the range on display within two 
days of its installation. Another con- 
trast on washers was ad- 
dressed ostensibly to the husband, but 
brought the wives in, armed with an 
argument to be used at home. It is 
to be noted that in each case the price 
of the uptodate equipment is given in 


window 


the window, as this is part of the 
story to be told. 
Did You Ever See 
a Kilowatt-Hour? 
HAT is what R. W. Clark of 
the Puget Sound Power and 


Light Company asked his audience at 
the recent sales promotion meeting at 
which the year’s program was out- 
lined. Whereupon he passed out a 
few, in the form of little spotted 
gadgets on chains to be attached to the 
buttonhole. These, he explained, were 





the first 
of a 


Here is 
taken 


photo 
kilowatt-hour 


found under the dorsal fin of salmon 
caught on their way down to the sea. 





Brown's Radio Studios used a 
trade-in washer to make this ef- 
fective window addressed to men. 
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wo themselves they are not large or 

mn posing, but multiplied by the sale 

ud in electric range or water heater 

ut | then by the number of ranges and 

an iter heaters which it is contem- 
ated adding to the company’s lines 

ice wing 1941, they become highly im- 

i rtant. To demonstrate this, he had 

the llons in similar design blown up 
dimensions equivalent to the size of 
single kilowatt-hour multiplied by 
e required factor and tossed over a 
reen above the heads of the audi- 
e. We pass along a picture of a 
uple of kilowatt-hours just so you'll 
“ognize one when next you see it. 

ind 

al 

at (Urges Local Assembly 

us fof Attic Fans 

a 

bed B. MERCHANT of the Gray- 

the a Electric Company, Dallas, 

ere Brexas, whose papa was a founder of 
bilene, Texas, and whose family own 
few hundred thousand acre ranch 
er yonder, has ideas about attic fans. 

10n 

ea 








Harvard ‘20, and a 


L. B. Merchant, 
wheel horse in Dallas appliance mer- 
chandising. 


the South are passing 
rough a local competition period,” 
told ELectricAL MERCHANDISING. 

\ lot of the factories that are making 
em will eventually go broke. Right 
they are looked on as something 


Fans in 
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to be manufactured in fair times. How- 
ever, rather than for the manufacturer 
of a nationally known fan to stand by 
and hold an umbrella over the scene, 
it is my own idea that it would be a 
good stunt to ship the nationally ad- 
vertised fans into communities like 
Dallas, knecked down. In view of the 
five-day week and the amount of home 
work going on, | don’t see why a lot 
couldn’t take a 
and assemble it 


of householders 
knocked-down 


themselves. 


fan 


“Give local competition competition, 
and where it is irresponsible financially 
it will fold. Then it will be possible to 


shift merchandising tactics in line 
with the times.” 
Mr. Merchant, incidentally, was 


graduated from Harvard University in 
1920 and has one foot on a ranch and 
the other in the 
“Got to hold an electric job in order 
to make a living as a rancher,” he 
smiled. 


electric business. 


Silent Auction 
Means Real Prospects 


O celebrate its “premiere show- 
4g: of this year’s model refrig- 
erators, the Good Housekeeping Shop 
of Reno, Nevada held a silent auction, 
Norge to the customer 
whose bid, delivered at the 
store, proved to be the highest offer 
Not only was the refrigerator 


offering a 
sealed 


made. 


in question sold rather than given 
away—highest bid in such cases usu- 
ally running somewhere near _ the 


wholesale cost of the box—but a list 
of prospects was secured, all of whom 
had certified in writing that they were 
interested in securing 
tor and were willing 


a new refrigera- 
to pay out cash 
in order to obtain it. Contestants were 
required to come in to the store to ob- 
tain blanks and envelops to submit the 
entry, which meant that they had al- 
ready had some contact with the store 
and had inspected the merchandise. 
[he later approach for the 
was a normal and easy one. 


salesman 


Small Store Pays 
for New Customers 


HE small store cannot afford to 
H. Lavis of 
Lavis Furniture Company of El Paso, 
Texas, for the reason that it does not 
carry stock enough in any one line to 
warrant making any special offer such 
as might be newsworthy. He there- 
fore specializes on keeping his old 
customers satisfied and in encourag- 
ing them to bring or send their friends 
in to the store. He states that he has 
many instances on his books where a 
married daughter is now carrying on 


advertise, says the 


an account opened many pears ago by 
her mother. To encourage the friendly 
introduction of new customers he car- 
ries a printed announcement in his 
store promising a small gift to any 
who 


customer introduces a 


count. 


new ac- 
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Photographer Tom King sets up a 
photographed, is used to sell the prospect on a re-modelling job. 


model kitchen of small units which, after being 


Photographing A Kitchen Before It Is Built 


HOTOGRAPHY 


craftsmanship 


and miniature 
are combined to 
enable the General Electric Home 
3ureau in Bridgeport, Conn., to pro- 
vide a unique service which is not 
unlike a crystal ball for prospective 


home builders. 
When the G-E Home Bureau is 
asked to plan a kitchen for a new 


home or design the remodelling of an 
old one, the owner of the new kitchen 
picture in black and white 
showing exactly how the kitchen will 
look. This picture is no blue print 
nor artist’s rendering but a real photo- 
graph of a kitchen. And yet the 
picture is taken before the kitchen is 
built and not afterwards. 

C. W. Stuart, manager of the G-E 
Home Bureau, his 
crystal ball for home builders when 
he started worrying about the fact 
that blue prints and drawings con- 
veyed nothing of the gleaming beauty 
of the finished product. In 
beauty and actual 
living, a blue print conveys less than 
nothing to the average layman. You 
can, of the kitchen 
builder a picture of some one else’s 
finished kitchen and that 
hers will be. approximately the same. 


gets a 


idea of a 


got 


terms of 
three-dimensional 


course, show 


say his or 


Sut not exactly the same. Every 
kitchen has different dimensions, dif- 
ferent window, wall and door spac- 


ings. Different angles and alcoves. 

Finally Stuart hit on the idea of 
photographing miniatures—miniatures 
which are so exact in every detail 
that the finished photograph is hard 
to tell from a photograph of a full- 
sized __ kitchen. the Home 
Bureau has a collection of miniature 
fascinating enough to turn 
almost any one—even an adult male— 
into a player with dollhouses. The 
miniatures include not only all models 
of General Electric kitchen appliances 
but pots and pans, 
books, and everything that could con- 
ceivably place in a_ well- 
Every miniature is 


Today 


models 


flowers, vases, 


have a 
planned kitchen. 


built to exact scale. As you look 
through the kitchen windows of the 
photograph you w ill even see the 


house next door. 
Tom King has photographed hun- 


dreds of these tiny kitchens for the 
G-E Home Bureau. Reaching into 
his drawers and racks for walls, 
ranges, refrigerators, cabinets, and 
sinks, he can build any kitchen in 
three dimensions from a mere blue 
print. Then the scene is brought to 


life with the addition of appropriate 
furniture and kitchen utensils, cur- 
tains are hung in the windows, a 
background is set behind the windows, 
and the miniature set is ready for the 
camera. 





And this is what the photographed kitchen looks like after Tom King gets through. 
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PROCTOR OFFERS AN ENTIRELY NEW NEVER-LIFT IR 
—the only iron in the world equally perfect | 
steam or dry ironing—with steam attachme 
separate; on in a jiffy, off in a jiffy, just like « 
thousands of commercial steam irons now | 
daily use. Without bulk! Without inconvenienc 
Without the clumsy. awkward disadvantages 
ordinary steam irons! No wonder dealers eve 


where are saying “another Proctor Sales Natur: 





1. Steam is generated in a separate unit quickly 
attached to ironing board. A flexible cloth- 
covered tube, matching iron cord, provides a 
passageway for steam to flow into a moisture- 


proot steam chamber built into every iron 


4, NE’ 
3. With steam, without steam, !' sight 

a Never-Lift. Proctor alone ofi¢ the h 

this revolutionary feature, want forge 

“I want a Proctor 3 bx: : by women everywhere. Lifts Proc 
i i lowers itself on its legs at a touc 

Never-Lift—the iron 
that’s advertised in lead- 


ing magazines every month.’ 








Watch for this big Four-Color Announcement Ad in June 28 Issue 
of The Saturday Evening Post. Life, too, July 11. Plus Woman's 
Home Companion and Good Housekeeping, August issues. 


¥ 
aus AUST 
Ev» .0f" ion 
GI congo) 
- ; 3 | 
‘\ i e CA ~ 
1SED IRON IN AMERI 7” 
“5 - ‘y 74 . 
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way . Prevents core 
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§. NEW! 
life. Keeps © 
out of uset $ 


caused by const 


wear proning board 


bing on side of 
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EXTRA PROFIT INTRODUCTORY DEAL é | — 


Six new Proctor Never-Lifts—two beautifully litho- 
graphed displays, newspaper ads, literature, a big 
advertising package—plus a double profit bonus iron 
with every deal. Get the story from your Proctor 


NO MORE LIFTING 
WO MORE TILTING 


distributor, or write Proctor for complete details. 


Attention Distributor Executives! Proctor’s 
Going Places! Write, wire or telephone for 
the new telefactual Proctor distributor sto 
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‘TIE-INS gzve Washers a Freel 
Publicity Ride} 





This lovely room by Armstrong Linoleum 
company shows how far this firm goes to 
promote laundry modernization. When 
will electric dealers be making tie-ins 
with dealers that sell linoleum? 


like fashion a bit 


win any dealer 


l K fa i 
elling ishers a lot of publicity and 
lvert ng that 18 fat bevond the 
his budget. For the year 1941 
it I lowt is a peri vd in 
l iny llacturert saw the 
home ind i itural 1 
en eir product w 
we 
lake le experience oO 
Allvn K. I | esident of Luthe 
I w iny \I nneap lis, a man 
1 g Of all products 
uundry, probably 
ling ott the heap 
) volu \ couple bottles a 
ear W uffice any housewife 
Ne ele 1 Mr. Ford, “we 
that each family that washes at 
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NATIONAL ~S 


COTTON ; 
WEEK 








MAY 16-24 


home spends an average of $21.25 on 


laundry items in a year. A hundred 
families far less than a 
total clientele—will spend 
1ich is a volume of trade that 
sneezed at. 


iverage 
grocer®r s 


$2,215, wl 


sn’t to be People who do 
their washing at home buy soap, soap 
ps, water softeners, bleaches, starch, 
clothes pins, clothes lines, 
baskets, as well as bluing. But when 
the family sends its washing out to the 
uundry, the grocer gets absolutely 
nothing.” 

So Mr. Ford, by means of a mailing 
piece sent to 70,000 grocers, set this 


He did better. He 


suggested a jumble display of all the 


fact before them 


products that a family uses in a laun- 





Several opportunities for cooperative 


displays 


dry and offered to give the grocer free 
pennants and 
necessary to back it up. 

That grocers are not chuckle-headed 
was evidenced by the quick response 
Mr. Ford got to his campaign. The 
3i-Rite Market of San Mateo, Calif., 
reported that it sold $14.73 worth of 
laundry items during a week without 
the display. The following week with 
the display, sales jumped on laundry 
stuff to $28.20. A soap manufacturer 
seeing that Mr. Ford had something, 
offered to promote the idea along with 
Mrs. Stewart’s Bluing all over the 
United States, but Colonel Ford felt 
the stunt was too good to be tied down 
to any one brand of soap chips. As 
this is being written reports come in 
that Nineteen Hundred, General Elec- 
tric, Altorfer Brothers, Dexter and 
Hurley Machine Co. have all asked 
for kits for use in grocery store dis- 


signs, banners, 


cards 


plays and many other manufacturers 
will be giving Mrs. Stewart's Bluing 
a big boost in the near future. Fels 
Naptha has 200 field men working on 


National Cotton Week is past, but there 
are 150,000 retailers of cotton garments 
with whom washer 
perfect tie-ups. 


dealers can make 


await aggressive dealers 


grocers to put in the display along 
with its brand of soap. A lot of washer 
tie-ups are going to be made in grocery 
stores. 

“The hasn’t yet 
realized what home washing means to 
him,” says Mr. Ford, “and that is why 
it is to his advantage to encourage it.” 


average grocer 


National Cotton Week 
National Week, which oc- 
curred May 16 to 24, was another 
annual opportunity for a washing ma- 
chine tie-up opportunity. Fully 150,000 
stores sell cotton goods in the United 
States, and a great number of them do 
a lot of display advertising and have 
the downtown windows that are so 

valuable. 
Department 
most of the 


Cotton 


stores that distribute 
cotton goods also sell 
washing machines, and where they 
don’t there is a bond of sentiment 
toward housekeeping that will carry 
over to washer displays. When hot 
summer days start wilting down 


(Please turn to page 28) 


The Mrs. Stewart Bluing people thought 
of this jumbled display for groceries. It 
needs a couple of washing machines to 
make the picture complete. 
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IRONING SHOE - a IRONING SHOE) = 
GLIDES TO THE _ a i —— GLIDES BACK 


RIGHT 7 . TO THE LEFT 





— AT FAST 
SPEED AS 
DESIRED 









i es a 


Hand I roning ‘Action 





‘ with CONLON’S Sensational Side-Glide Shoe 


What this really means is that we have succeeded in putting into 
an ironer ... the one thing that every woman does with a hand 
iron ... the sideward motion that gives to fabrics a sheen and a 
smoothness that satisfies. 





Every major appliance dealer will sense the selling advantages of this 
exclusive ironer feature. Add smart styling plus sound construction 
plus the exclusive CONLON 15-Year Rebuild Guarantee... and you 
have an Ironer that is TOPS IN THE INDUSTRY. 


If you sell Ironers—why not 
sell THE Ironer? Write to 


CONLON CORPORATION 
1806-1828 So. 52nd Ave., CHICAGO, ILL. 


























(fo) <1 Ke)x 


IRONERS & WASHERS 

















Yomplere “ Lome Conditioning’ 
Sells Appliances 


Paint and wall paper departments stimu- 
late prospect's interest in modernizing 





66 OD | Bak 
I Southern Appli- 
{ any We want to 
net t 1 ai lili 
\f 
. ‘i we 
' Lise 
ind bring you uu 
where we'd like to 
‘ 1 i re attrac- 
‘ It \ rt vou to 
y we wou ke vou 
gt ft \ 
yu re \ i | 
ir new ( —our pain 
artment that helos vou to hav It is easier to sell the prospect an expensive washer after The Color Center, showing the customer how to have a 
Oils ese ina she is interestd in a rconditioned kitchen. picture-book kitchen, helps to sell refrigerators, washers, 
, = - ranges, and water heaters. 
Y that w ( you 
\ ‘ f vou? 
I g my ( ; ; ‘ , ; 
' e is not cold canvassing, but knows Southern Appliance Company, sales turned into rumpus rooms, with brig 
Aas Casegg eri Cen that she is talking to a washer pros resistance ebbs to a low point. paints and a stoker important points 
on : a aS : pect, she suggests that the week’s While some blind calls are made in the decorating scheme. A prosp 
undry be gathered and brought t ver the telephone, an effort is made can easily be made stoker-mind 
4 tyr : e store for a washer demonstration. to contact the more prosperous homes. after he becomes interested in utili 
l to eating plants me : 2 - . P ° . 
po And , ? ; In the corner of the store where daily Accordingly, this dealer enjoys a ing wasted basement space. Ft 
OKetT t every morning the sales ’ P - a . 
, ; , vasher demonstrations are conducted, large volume among those who can quently the daily telephone salesmat 
i Ke SV | ng wi : : a . 
» tok t} , nough comfortable chairs are pro- igord to buy practically every home ship is centered about the basement 
I pect m iking lem DackK home nf m, . y ’ - 
Herl Ww os , ' led for all the women who want to appliance offered for sale when the young lady offers to send 
erbert treull ywnet Knows : , : ae “6 Ps 
‘ , , ee the machine in operation. The company car to bring the prospect 
len he gets a tairiv good pros . . , e.8 . ’ . ° ° . 
‘ 5 hy 1 plan of daily inviting women to see Home Builders Contacted the store to see ideas for basemet 
vect into the store he has started the , : . : : : 
a ae : : these demonstrations often kills many — ; improvement. 
mall rolling to get her name on the ; : : = . suilders of new homes are always pi : : ; 
. a : birds with one shot For while the . [The owner, Herbert W. Streu 
itted line, not for one appliance but , contacted, both through the owner and bya ates ‘ 
demonstrating salesman is doing one : . rege : said, “We try to impress every pros 
ry severa . ' the paint contractor. Selling paints ' . ; : 
woman’s laundry others are looking ,- . pect with the fact that we a! 
he for both exterior and interior often : “ 
. m. Among these may be one or more elie 6 ces Teigin miei rs equipped to take care of the most im- 
; > . “ eads to se f ome appliances, [0 e ° ° 
Paint Dept. Helps women who were attracted to the ,, : a api : portant end of home modernization— 
; ; the paint salesman and the appliance * . . 
store because of the paint department. , , interior decorating and _ supplying 
, — , ‘ ; : salesman work in close cooperation. : : oth 
Mr. Streuli said that he doesn’t Sometimes it is ironer or range ’ every electrical appliance needed 
, - , . ; ; Newspapers are also’ watched see , 
merely sell electrical appliances but lemonstrations that take the stage. ; a Without the paint and wall pape 
; aes : closely for prospects. Newlyweds are : 
mplete home-conditioning. The at Or perhaps an attic fan is under : ee. department to bolster interest a 
: 7 ; especially valuable. Everyone who , , 
ractive paint department is an import special promotion. For not a day ro a along the line, we would miss many 
: : : ete" ; : : commences housekeeping is usually a . 
nt link in his sales chain, which is passes throughout the year when some 2 , 7 a a sale. 

; ; : prospect for two items which this ; : . : 
used to make people renew their inter promotion is not in progress—promo- F . secause Mr. Streuli has gauged his 
py ae , dealer has for sale—paints and ranges. =x = 
est in modernizing the home. When _ tions which could not be conducted so “1 ; strongest merchandising effort: 

ae —. 4 a ee hala ; Seldom does the Southern Appliance . . fj 
rospects that might be valuable can nexpensively but for the good tele- ‘ ' ‘ around the plan of getting women in 
a , : , ? o ay that bri Company sell a new range without t] t | | ° 1 it fitab! 
pe ired into the store to see pnone Salesmansnip na rings rs . . le store, ne has tound 1 rontabik 
' . , : - ilso selling paint. If the newly mar- , 4 P 
ishers or refrigera ey in vyomen into the store every day. G : : have two capable women on han 
- : : ; : Poe : ; ried couple start keeping house with a 
en be attracted by the paint and Many of these women would not come ‘: . : serve women prospects. These 
NE OE A ; > ate Ps : a used range, this dealer still tries to “ 
ill paper department, in the bright if the company cars did not go for 1 1 . — . . Mrs. Balsman, the telephone S 
; * ita ' ‘- ‘ . P sell them paint, which invariably 6: ? % 
est end of the ( n and then take them wherever . . , yy woman, and his sister, Miss Liliat 
ape , , , ; : “ye makes them long for a new electric ; ‘ S 
\fter the customer has repaint they want to go. Some of them prob- : ; Pars: - Streuli, both of whom can talk homé 
ae é = — ; : sige : range or a refrigerator to go in the <hr : 
kitchen e invariably wants a ily take advantage of this service to , i ; conditioning with other women. 
7 ; sparkling newly decorated kitchen. : : ° 
ew range refrigerator, or water get down town the easy way or to be The store is one of the handsomes 
1eater. and is in the perfect frame of taket t heir bridge ‘lul ? ° - janc > H > is lt 
Mer, r li t . pe - ime¢ 4 om : ridge club. But Paint Department appliance = in Memphis. ‘th 
ind to listen to sales talk. erbert treuli does n -eople walls ; ez r decorated i W 
i » sales tall ' uli does not mind. Peopl Helps Sell Stokers alls are eautifully lec rated in two 
Every morning, in all seasons, the vho can afford a telephone can nearly pastel shades of blue paint. Natura 
ung lady at the telephone, Mrs ilways afford more home appliances. [he paint department also helps to daylight floods the displays from en 
|. M. Balsman, calls a selected list of \nd when the prospect has been ex sell stokers. Pictures are collected to end, showing up the displayed ap- 
louseWive irges the yermi sed so pleasantly to the complete from magazines and other sources pliances and the paint departmet 
y ca | for them, If lome-conditioning offered by the showing basements that have been the ideal way. 
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‘Unly 10 more 
ads to go!” 


—~ 


F course you realize that an 
important part of your busi- 
ness comes from outside city 
limits. (“About half,” many 
merchants report.) But did you ever 
ask yourself what magazine your out- 
side-city-limits customers prefer? 

The answer is Country Gentleman! 
Today manufacturers know that their 
advertising in a combined list of lead- 
ing urban magazines does not reach as 
many of their upper-half customers 
outside city limits as are reached by 
Country Gentleman alone. 

Outside city limits, for instance, 




















CountryGentlemanhas morecirculation 
today than LIFE, LIBERTY, COLLIER’S and 
GOOD HOUSEKEEPING added together! 

Are you taking advantage of the ad- 
vertising that manufacturers are run- 
ning in Country Gentleman to pre-sell 
your customers? Why not get the full 
benefit of this? 

—Stock merchandise that’s advertised 
in Country Gentleman— Display that 
merchandise where your customers can 
see it—And tie in your own selling 
with the powerful, persuasive advertis- 
ing of your merchandise that is appear- 
ing regularly in Country Gentleman. 
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IN THE TOP OF THE TOP HALF OF AMERICA 





ELECTRICAL DEALERS CHOOSE 
COUNTRY GENTLEMAN 


In a national survey of 980 leading 
electrical equipment dealers, to de- 
termine what magazine they con- 
sider most effective outside city limits, 
495 answered. 


55% said COUNTRY GENTLEMAN! 


Successful Farming, Farm Journal 
and Farmer’s Wife, Household and 
Capper’s Farmer accounted for the 
remaining 45% in the order named, 
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When window fans have to go with furniture, design is impor- 


tant. Nationally distributed makes have the edge because... 


eauty Appeal 
1s Selling the \W 





~ 


New Orleans is finding that in attic fan installations 
vents on the porch look better, are easier to install. 


SINESS , ’ to he 
‘ « ) ng a 
kk G erg ) " 
la ‘ , and 
heg i today 
‘ t T 
g | 
‘ ) 
\¢ 
¢ , 
unne 
a 1 
M g g lade 
7 
tur \ | y i i 
‘ \\ y ta 
, ‘ ; it | 
‘ | 
The p iking fe a 
pleasante ip thing Ss the 
province f the electrical dealer. Con 
fort oling by fan, dubbed “poor 
, ’ 1 1 
na ult maditioning it the start Dy 


MERCHANDISING seemed 


right down the electrical dealer’s a 
icy Ne V Tie 1e begir t 
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find himself undersold by every bird 
who could buy a motor and a pair of 
mn shears, he became somewhat dis 
isted 
Now comes Frank G. Burns, dean 


the attic fan 


fan industry, and expert 





the New Orleans Public 
any, to in is that some 
) ng i the sales picture 
\bout 80 per c¢ ~ the good folk 
ew Orleans live apartments 
1 houses. They cannot have co 
oOlINng tie residence 
ip t no itter iow _—i the 
rue lang out for them Che 
ve 1as_ bee ybviously, window 
OX Tan 


With the rise of the 


you get something that is plainly 


window box 


» housewife, to her guests 
That window box 
is to measure up to the radio, the 
Chippendale chairs, and the 
refrigerator for good looks 
thing that the 


na to her family 


electric 
It’s some- 
family takes with them 
when they move 
flat to flat. 
Now it is 


from house to house 


virtually impossible for 


‘indow Box Fan 


the tinsmith in his basement to pro- 


duce a fan that is a thing of beauty. 
So the swing is on to the nationally 
promoted proposition, which has the 
lolling up that 
streamline artists can give to it. 
When you look over the list of 
firms selling fans in New Orleans, and 
see that six outfits—firms like Max 
Barnett, Maison Blanche, Rose Radio 
& Electrical—confine their efforts en- 


designers and other 


rely to window box 


see that 32 others—of which ten are 


fans, when you 


electrical dealers—have added window 
box fans to their attic systems, and 
only ten dealers are selling attic fans 
exclusively, you can see what the 
trend is in the Crescent City. 


lo the South, where heat is great- 
est, we must look for newest refine- 
ments in attic and window box fan 
selling 

Frank D. Burns, who started pio- 


neering in New Orleans in 1932, says 
that the following refinements are also 
ming to the fore: 

About 50 per of the attic fan 
Orleans today 
Every attic fan 
window fan should have a mark 
which will 
operation after 


cent 
New 


with timing devices. 


iobs are sold in 


time switch or a timer, 


off from 





New Orleans has been the guinea pig town for 
it goes, 


attic fans. As 
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so long 


a period This not only Saves 
electricity for the owner but permits 
him to go to bed and sweet sleep, sai 
in knowing that his attic fan will not 
keep running all night and needs n 
attention whatever. 
“Shutters call for 

ments,” says Mr. Burns. 
work should be 


Ss ylen¢ vid 


more refine- 
“T think that 
done to develop 
which will make opening 
easier and yet permit a shutter whic! 
sells at a reasonable price Here 
New could use a water 
valve but I understand that it is 


Orleans we 


feasible elsewhere.” 

So firmly entrenched is the desi 
ability of attic fans become in Ne 
Orleans that all speculatiy 
builders today are installing attic fans 
in the new homes. 


minds 


Pre yspects for fat 


in New Orleans are rated in 
order: 
1. New home builders. ee 


2. People who are remodeling 
homes 


? 


J. People selling 


nomes. 

4. Prospects dug up by 
salesmen. 

With a saturation of only 
fans against 90,500 meters in the cit) 


5K 


a 
outsid re 
n 


(Please turn to following page) 
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so goes the nation. 
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ge Kelvinator’s Selective 

: Dealer Policy makes 
this sales record i 
possible with 8.4% 
fewer retailers 
_— than'in 1940, 


KELVINATOR jf 











New yp MANUAL 
CONTROL - 


Most New Oil 
Heater Lines Have 


this Added Sales | 


Geature 
to Offer... 








| 
| 


SERIES 240-U 


net, 


The new 1941 Oil Controls put new mean- | 
ing into the A-P reputation for DEPEND- | 
ABILITY and “long years of trouble-free 
service”. They embody new features never 
before achieved —features such as TEMPER- 
ATURE COMPENSATED OIL METER- 
ING, and FUEL COMPENSATOR, that 
mean a great deal to YOU in customer 
satisfaction and increased heater sales. 


An A-P DEPENDABLE Control is always 
a powerful sales feature on any Heater— 
and THIS year more than ever before. 
Use this extra selling force — insist that 
Your Heaters have A-P Controls in order 
that you, too, may offer their advantages 
to your customers. 


*® Write for latest bulletins on the new A-P Manual 
Control—Series 240-U ... And on the new A-P 
AUTOMATIC CONTROL ACCESSORIES. 


-— =] 





Beauty Appeal Selling 





the market has_ scarcely been 
scratched. And yet, Frank Burns 
points out, to the way that all specu- 
lative builders put in fans ds an indi- 
cation of the way the convenience of 
this appliance has dented public con- 
sciousness. 

In a bulletin, possibly the first on 
attic fans, written by W. H. Badgett 
and produced by the Agricultural & 
Mechanical College of Texas (series 
52) some other suggestions regarding 
the installation of attic and window 
fans are made which are of interest 
to the 1941 trade. 

The porch vent, says the Bulletin, 
rapidly increasing in popularity 
and is given first choice by many who 
install attic fans. If it can be used, it 
is ordinarily the least expensive be- 
cause it eliminates the necessity of 
costly work in enlarging gable louvres 
or constructing dormers. With the 
porch ceiling exhaust there is no pos- 
sibility of driving rains blowing into 
the attic or disastrous leaks about the 
flashing. However, porch windows 
and doors must be closed while it is in 
operation, 

The vertical type installation is 
frowned on by the Texas A. & M. be- 
cause air and mechanical noises usu- 
lly prove objectionable with the fan 
installed directly above the ceiling 
grille. For vertical use, both fan bear- 


is 


= ings and motor bearings must be ca- 


pable of taking a thrust load, and the 
"fan should be purchased with the un- 
derstanding that it will be operated in 
this position. 

Switches controlling the fan, in 
order to prevent confusion with light 
switches, should be placed at least 12 
to 18 inches above the customary 
height employed for light switches. In 
a two-story house it is desirable that 
two three-way switches be used so 
that the fan may be controlled from 
either floor. Some fan owners prefer 
that the switch be placed near the 
owner’s bed. A time switch or a ther- 
mostatic switch is particularly desir- 
able where the night temperature 
drops so low before morning that it 
becomes uncomfortably cool. 

The quietness of an attic fan in- 
stallation depends to a great extent 
upon the built-in characteristics of 
the fan. A fan should be located over 
a partition wall or as near one as pos- 
sible, according to Texas A. & M. en- 
gineers. It should be insulated from 
the attic floor by being mounted on 
vibration dampeners, rubber or felt 
cushions. Fans operating under pres- 
sure or resistance become noisy and 
no fan should ever blow against any 
obstruction such as a chimney, gable 
wall or roof. It should be at least 5 ft. 
from any obstruction, preferably more. 

Where automatic grilles are used, 
it has been found they prove more 
satisfactory than automatic doors. 

The cost of operating an attic ven- 
tilating system in the average home, 
which ordinarily requires a fan with 
a capacity of about 10,000 cu. ft. per 
minute, has been found to be less than 
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Window Box Fan 


CONTINUED FROM PRECEDING PAGE 





7¢ a day, ordinarily about 1¢ an hour, 
with larger homes costing slightly 
more. The Dallas Power & Light 
Company has made several tests of 
typical attic fan installations in Dal- 
las homes for several seasons by use 
of sub-meters which recorded the 
power consumed by the fans from 
May 1 to October 1. Here is the cost 
of operation as shown by 55 installa- 
tions: 


Size of Fan Total 

Wheel No. Average No. Cost per Season 
Diam- Fans Kwhused (May !-Oct. I) at 
eter in perfanper 4¢ 3¢ 2¢ 
In. Test Season Per kilowatt-hour 
30 6 149 $5.96 $4.47 $2.98 
36 16 274 10.96 8.22 5.48 
42 20 331 13.24 9.93 6.62 
48 10 400 16.00 12.00 8.00 
54 3 900 36.00 27.00 18.00 


Another cost of operation chart was 
developed at College Station, Texas, 
from a fan rated at 8,000 cu. ft. per 
minute which was installed on a resi- 
dence having a volume of 7,800 cu. ft 
The fan motor which drew 200 watts 
under normal operating conditions. 
For May 1 to October 1 the total 
power consumption was 111 kwh dis- 
tributed at a total cost of $3.74 for the 
entire season. This represents a total 
of 555 hours of operation for the fan, 
at an average cost of about 7/10 of 
one cent per hour for an average of 
3.5 hours per day for each of the 153 
days from May 1 to October 1. This 
cost is based upon the assumption that 
the fan load is in addition to the regu- 
lar monthly power consumption and 
therefore falls in the lower rate 
brackets. The residential power rat 
for College Station is 12¢ per kwh for 
the first 25, 4¢ per kwh for the next 75 
kwh, and 2¢ for all over 100. Here is 
the table: 


Power Used 
by Fan 


Total Power 
Used by Residence 


1939 Kwh Cost Kwh Cost 
May 73 $4.92 8 $0.32 
June 109 6.18 28 94 
July 120 6.40 25 60 
August 106 6.12 30 1.08 
September 98 5.92 20 80 

Totals 506 $29.54 it $3.74 








“TURN THE LIGHT ON, HAROLD, HOW DO 
YOU EXPECT TO ENTERTAIN THE YOUNG 
LADY IN THE DARK?" 
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» DEPENDING 
on PRICE dons & 


4. er Capacit 
One of the largest appliance operators in scart scape v a 


| South Eastern United States recently took for fast washing 
T\#@ LE on the Speed Queen Line. We asked what 
; made him decide to switch to Speed Queen. 
Here's what he said: 





























“Your advertising gradually convinced me that the Speed Queen was a DIFFERENT washer. |! 
3 wecked up. I found that all your exclusive features like the Bowl-Shaped Tub, the Double Wall 
8 assis Construction, the Arc-cuate Transmission, etc., WERE definite advantages which set the Speed 
: een apart from the scramble of conventional type washers on the market. 
0 
“Also, I like the way your line is stepped up. Speed Queen has the only effectively stepped-up 
her line in the industry. Any sales person, with any sales ability at all, should have no trouble 
ting each prospect up into the higher price brackets. The Speed Queen Line is not just a string 
models; it is a shrewedly worked out line of washers to fit a merchandising program.” 






This comment typifies why more and more dealers are swinging to Speed Queen. STEEL CHASSIS 

; a. for strength . - 

‘| Tithin the past 60 days some of the largest department stores in the country have and durability i \ 

i Bien on Speed Queen. And all give the same ———. ae 
n, psic reason: "Speed Queen gives us something 7 <i | O y he 
ORE THAN PRICE to talk about." me) a 7 
=—— > F 
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Tie-Ins Give Washers 


Free Publicity Ride 





clothes, almost any major appliance 


manager or dealer can win approval 


ior a cooperative window that gives 


a quick answer on how to freshen the 
garments the big store has for sale 
Festoons of cotton cloth winding 
through a wringer and out of a tub has 
been a scene for displays for the last 
decade rhe point is, however, the 
suggestion has to be made to the cot- 
ton fabric retailer before he thinks of 


tying in a washer. It’s free publicity 


for the appliance dealer but he has to 


take steps to lay it before the other 
fellow to get cooperation, 

Another opportunity, crying for ex- 
pression, is a tie-in with the local 
dealer who sells linoleum Probably 
greater impetus to modern kitchen and 


laundry planning has been given by 
( 


the Armstrong rk Company in its 


linoleum advertising than has been re 


eived from any other source At Lan 
caster, Pa , it 1s s iid that Mrs Hazel 
Dell Brown of the interior decorative 


, 
panning ce martment, 


I sets upc mmplete 


rooms for photographic 


renlet 
Pepiere 


pul poses, 


which are with every wrinkle 
imaginable 


All over the 
strong Cork ( 


's 
] 


Arm 


ompany has dealers sell 


United States the 


ng linoleum who would obviously 
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, = : , 1 
welcome any electrical dealet Who 


wanted to wheel in washers and othet 


appliances with the idea of making a 


cooperative display. By and _ large, 
however, this is an untapped oppor 
tunity awaiting for the aggressive 
dealer who will say the word 


Kitchen Paint Jobs 


\t Sherwin-Williams 
Ohio, Miss 


‘tive in 


Company, 
Ruth E. Ber- 


promoting the 


Cleveland, 
wick is 


idea of the home 


also a 
laundry and kitchen 
in her publicity and advertising work. 


While possibly there may be no such 


chance to work out combination dis- 
plays with the “cover the earth” 
dealers that dot the country, never- 
theless the fact remains that when a 


woman buys a major appliance, it is 
usually the starting gun for the com 


plete doing over of the kitchen o1 
laundry Bright colored new paint, 
ind major appliances are definitely 


related in the consumer. 
ing to find out how to 


windows 


the mind of 
| Xperts are g 
set them in together. 

Phe idea of associated items is gain 
ng, and this factor will not be long in 
arriving, ELectTRicAL MERCHANDISING 


predicts 


What To Send That Boy in Camp 





ind the lad can get from home vir 
tually anything that will make lite 
worth living 
| 1 r 
Theoretical y a soldier is suppose 


to send his laundry to the laun 


post 
dries and get his pants pressed by the 
tailor, Lieut i & Haney at 


Sheriden, Ll linois, 


( imp 
Fort 
“Nevertheless 


declares 


when a soldier is get 


ting only $21 
20¢ to 


a month and it costs him 


have those pants pressed, an 
ite 


saver. Small apartment house washers 


electric iron on the premises is a 


are great stuff too tor the rookie eaget 
to police himself up and look his best.” 

An Army is 
looks in the papers, 


reached 


as complete is it 
ind 


\IERCHANDISING 


never 
reports have 
ELECTRICAI 
of a number of washing machines be 
ing procured by various companies. In 
fact, the chances are that electric re 


frigerators would be 


welcome in many 
places to keep beverages cool 

Army food, though substantial, may 
not tickle the palate of every recruit 
last 
little unorthodox cooking on the side 
going on, hot dogs, hamburgers, candy 


In the war there was always a 


wr something else being stewed. This 
s frowned on under present regula 
tions, said Lieut. Haney, but the 


business of corralling young boys’ ap 
petites isn’t as simple as writing regu 


lations, and the chances are that waffle 


irons or sandwich toasters would not 


be amiss (but check) 
When the boys are out on man 


uovers, they 


than a battery radio, a picture of their 


PAGE 28 


CONTINUED FROM PAGE 7 


carry only their duffle 
hags which will contain scarcely more 





best girl, and a tube of shaving cream 


n addition to standard equipment. No 
body is going to totter 


‘arrying a pack that 


wer the horizon 
breaks back 


so virtually everything is left behind 


his 


mm such occasions 


On the other hand, when the outfit 
moves the lockers are loaded on trucks 
and accompany the soldiers in this 
fashion. Some of the darndest para 


phenalia is bundled across the country 


by quartermaster sergeants, who smug- 
gle away unauthorized pianos and such 
burros 


that 


company pets as parrots, goats, 
1 


animals 


one sees around an army camp. How 
they travel with the outfit is a mystery, 
but that is the way it is done. 

Gifts suited to brighten the lives of 
whole companies are welcome addi- 
tions, public relations men told ELEc- 
rRICAL MERCHANDISING. Under such 
categories could come attic fans, win- 


dow fans, oil heaters, as well as re- 
rigerators and washers. When the 
outfit moves on, rest assured there 
will be no economic waste. The boys 


sell out to their successors, and in the 


army there is plenty of time for 


haggling. 
Modern barracks are insulated and 
not exactly the cracker box proposi- 





tions of 25 years ago. Nevertheless, 
they get hot in summer and cold in 
winter. The snappiest ones are sai: 
to be heated with circulated warm ait 
and the old pot belly stove has dis 
appeared. Nevertheless, a  30-incl 
window fan sweeping in the night 
breezes will help many a soldier boy 
to slumber better, and in winter it 
wouldn't be surprising if portable oil 
heaters of today wouldn’t keep oft 
quite a few chills. 

Today’s army is not suffering from 
such crude preparation as the 1917-18 
group. The rough edges have been 
knocked off and a lot of the knocking 
has been done by things electrical. 


Portland Goes “Through-the-Dealer” 





procedure as $57,150 during the year. 
This, be it be 
viewed in connection with the record 
A record 
kept of the cost of putting load on the 
lines shows that this has dropped very 
materially. In spite of the fact that 
rate reductions were liberally adver- 


remembered, is to 


of greatly increased sales. 


tised during the past year (an expense 
not incurred during 1937) the present 
cost of putting a range or water heater 
the Portland General 
Electric Company is than 
one third of what it was in 1937 and 


on lines of the 


now less 
during the past year has shown a con- 
At the close 
if 1940 the cost to the company per 
dolla1_ ot annual revenue 
was 33 cents in the outside districts, 


sistent downward trend. 
estimated 


or $8.71 per unit of range and water 
heater sales. This includes salary and 
expenses of dealer cooperative repre- 
sentatives and their supervisors, co- 
operative advertising costs and all ex- 
penses incidental to special campaigns 
which are put on from 
to stimulate dealer 


time to time 
salesmen in the 
sale of electrical appliances. 

Best of all has been the betterment 
of dealer relations and the consequent 
effect on public opinion. The project 
started off, as was to be expected, with 
a certain amount of skepticism on the 
part of the dealers as to the good faith 
of the utility, but this stage seems to 
have Dealers 


passed. universally 


seem to speak with good will of the 


power company 


During a threatened 








YOU MIGHT HAVE GOTTEN FRESH EGGS FOR THE DEMONSTRATION, YOU DOPE!" 


JUNE, 
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What Do Salesmanagers 
Want to Know? 


Response to a questionnaire sent 
out by H. C. Rice, Southern Cali- 
fornia Edison Company, as program 
chairman of the Los Angeles Sales- 
managers’ Association showed that 
first choice of subjects of interest to 
men in charge of sales departments 
was, “Better ways to supervise and 
control salesmen in the field.” Sec- 
ond was “Ideas that will put more 
pep in sales meetings.” “Sales Con- 
tests” came third. Four subjects tied 
for fourth place: “Important trends 
in compensation of salesmen,” “The 
salesmanager’s job under changing 
conditions, including war,” “The place 
of advertising in the sales campaign” 
and “Are Salesmen through at forty?” 
“Consumer Cooperatives” apparently 
were not an important factor in south- 
ern California, for interest expressed 
in this subject was at the bottom of 
the list. 











public ownership drive two years ago 
they went out of their way to contact 
their customers, speaking in favor oi 
the private company. Numerous in 
are of record in which the 
has spent considerable time 
analysing a customer’s bill for her, so 
that she might appreciate‘all that she 
was getting for the amount paid. 
Many of the dealers devote space in 
their own advertising to featuring the 


stances 


dealer 


power company’s low electric rates. 
The effect of all this on the public 
is difficult to measure, but is by no 
means small. It is the merchants o! 
a community who, through such o1 
ganizations ‘as chambers of Commerce 
and Merchants’ Associations, bring 
effective pressure to bear on law-mak- 
ing bodies and lead public opinion. 
It is also obvious that newspapers are 
inevitably influenced by the attitude of 
a group of steady advertisers, such as 
the electrical merchants have become. 
There is no hint of corruption in this, 
but the ordinary commonsense opera- 
tion of mutual benefit. Such good will 
cannot be purchased —it must be 
earned. The feeling of genuine frien«- 
liness felt by the retail merchants 
the utility, the enthusiastic 
good will of manufacturers and whole- 
salers and the general support of the 
all have their effect on cor 
munity opinion. In Portland _ thie 
dealer cooperative plan is no longer 


toward 


press 


counted an experiment—it is a deti- 
nite, proved success. 
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AUTOMATIC FORCED CIRCULA 




















TION thermostatically controlled to turn 
and off as required is available on every 

; model Quaker Burnoil Heater. 
l 
7 
I 
ht 
ry 
it 
tt 
n 
ls 
‘ EMECHANICAL DRAFT another 
iB Quaker “‘first’’ . . . means more heat at less 

ost! Available on all models. 
: 
l 
: 
| 
l 

. 
} just one feature of 
I 
A ica’ d V d h ! 

mericas MOSst a ance Space eater: 
: Beauty is essential in today’s oil heater—and beauty there is in the 1942 Quaker Burnoil Heaters! But smart styling . . . important as it is just begins to tell 
“t the Quaker story. In back of every Quaker Heater is skill to create and ability to produce. For Quaker built the first oil-burning space heater ever made—has set 
e the standard for oil-heater performance ever since. Last year, Quaker again pioneered and produced—with fuel-saving, performance-assuring Mechanical Draft- 


the most far-reaching space heater development in years. And Quaker introduced new comforts with automatic Forced Circulation—thermostatically controlled to 
circulate heated air as needed. In the 1942 line these year-ahead features are available even with the lowest-priced models. Still the story is but half told 

for Quaker offers many, many advantages. There’s the famous Quaker Econo-miser Burner. (Don’t be fooled—no other heater uses the same burner 

ee the Ev-R-Clear Door (another exclusive Quaker feature) . . . “Radiadors” for spot heat . . . finger-tip Front Dial Controls and hosts of other Quaker 


quality features. Yes, there’s more to Quaker for ’42 than meets the eye—and plenty meets the eye! 










QUAKER MANUFACTURING COMPANY eo 233 WEST ERIE STREET @ CHICAGO, ILLINOIS 








FREE! BIG COLORFUL 26 PAGE HEATER PRESENTATION! 
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Just fill in and mail today to Quaker Mfg. ¢ 
233 W. Erie St., Chicago, Ill. No obligation 
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REFRIGERATORS 


Continuing to smash all existing 
monthly records, the April 1941 volume 
of household electric refrigerators reached 
a total of 482,587 units, or 59,577 units in 
excess of March, last month, the pre- 
vious all-time monthly high. In com- 
parison with April 1940, when 339,693 
refrigerators were sold, the month’s vol- 
ume represents a gain of 42.07%, while 
in comparison with the previous April 
high of 1937 (when sales totalled (335,214 
units) the gain amounts to 43.96% 

Thus in the four ynths of January- 
April 1941 the indust try has sold a total 
of 1,640,213 refrigerators, or 42.19% in 
excess of comparable sales of 1940. The 
four months’ cumulative of 1941 not only 
the volume of the full year of 
361,011 units—but comes close to 
up with the full year of 1939 

volume totalled 1,956,002 re- 


Surpasses 
1938 by 
catching 
when the 
frigerators 


April 1941.. 482 ,587 refrigerators 
April 1940.... 339,693 refrigerators 
4 Mos. 1941... 1,640,213 refrigerators 
4 Mos. 1940... 1,153,573 refrigerators 


Saturation, January 1941—16,100,000 
homes, or 63.0% o* total wired homes. 
t although the 6-6.99 
mtinues to monopolize the 
major share of the business, the 7-7.99 
cu. ft. size reflects the greatest percent- 
age of increase over comparable sales of 
last year. As will be seen from the fol- 
lowing summary (covering sales of 
NEMA members only) there has been a 
gain of 546.70% in the output of 7-7.99 
models in the four months of 1941 com- 
pared with the same period of last year. 
These lar ‘ger models, however, constitute 
but 7.2 26% of the four 1941 

whereas the 6-6.99 models 
wr 77.63% 


By sizes of 
cu. it. size c 


0Oxes, 


months’ 
cumulativ 
account ! 


Refrigerator Sales, by Sizes of Bozes 


(NEMA Only) 
4 Mos. 

ou 1941 
Up " 58,486 
5to§ ‘ 13,693 
6 t 
7t 


4 Mos. % 
1940 Change 
53,678 +8.96 
76,189 —82.03 

817,579 +44.84 
17,116 +546.70 

107,943 +46.76 


TotaINEMA 1,525,496 1,072,505 +42.24 


» 6.99. 
0 7.99. 
8 and Over. 


1,184,207 
110,690 
158,420 


v 


ELECTRIC WASHERS 


As in most other branches of the appli- 
ance industry, the electric washer created 
a stir in April. Not only did the unit 
sales of April 1941 surpass April 1940 
by a 59.82% increase, or 75,401 washers, 
but the month’s volume of 201,453 wash- 
ers topped all previous monthly records. 

A study of the April report of the 
American Washer a Ironer Manufac- 
turers’ Association comparing 1941 with 
1940 reveals a gain of 36,476 units, or 
67.18%, in the medium priced $50-$69.99 
models, together with a gain of 26,439 
units or 69.77% in the high-priced $70- 
and-Over models. The two low priced 
classifications, on the other hand, gained 
but 11.841 units in the $40-$49.99 group 
and 645 units in the Below-$40 group. 

Further evidence pointing to the in- 
clination of the public to invest in the 
high priced models is seen from the fact 
that in April 1941 18% of the 201,453 
washers sold were priced at an average 
of $86.47 per unit while 14% brought an 
average return of $142.45 retail. In other 
words, these two high-price classifica- 
tions, together accounting for 32% of the 
April 1941 total, yielded an average price 
of $110.15; whereas April 1940 these 
two classifications claiming 30% of the 

total yielded ; average of but $106.32. 
TI ius the over-all average price of April 
1941 was $74.27, or $2.80 higher than in 
April 1940—resulting in an over-all dol- 
lar volume gain of 66.08% contrasted with 
the unit gain of 59.82% 

On a four months’ comparison of cumu- 
lative sales of 1941 versus 1940, the 
an over-all unit increase 
with the dollar income at re- 


pi shows 
of 27 78%, 
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STATISTICAL BAROMETER 


A DIGEST OF FIGURES 


INDICATING THB 


PROGRESS OF ELECTRICAL APPLIANCE SALES 


compiled by Marguerite Cook 


Market Analysis Department 
Electrical Merchandising 


tail value up 34.26%, and average prices 
$74.99 in 1941 against $71.37 in 1940. 


April 1941 201,453 washers 
April 1940 126,052 washers 
4 Mos. 1941 654,576 washers 
4 Mos. 1940 512,275 washers 


Saturation, January 1941 — 15,600,000 
homes or 66.1% of total wired homes. 


Washer Sales, by Price Groups 

Average 
Retail 
Price 
$38.41 
$38.94 


$47.73 
$47.57 


$63.71 
$63.96 


125,591 $85.90 
90,918 $142.11 
151,288 $106.90 


654,576 $74.99 
$12,275 $71.37 


v 
GAS ENGINE WASHERS 


A unit gain of 33.21% in gas engine 
washer sales was reported for April 
1941 versus April 1940 by the American 
Washer & Ironer Manufacturers’ Asso- 
ciation. Owing to a decline in average 
prices, however—the “Below $70” models 
falling in average to $63.47 from $67.84, 
and the average of the “$70-and-Over” 
models selling for $92.23 compared with 
$96.14—the dollar return to manufac- 
turers at retail value, rose but 27.59%. 

Regarding the four months’ cumula- 
tive, the 1941 unit volume shows an in- 
crease of 5,137 units or 15.03% over com- 
parable sales of 1940, with the average 
price $87.62, the same as last year. It is 
interesting to note that although both the 
“Below $70” models and the “$70-and- 
Over” models suffered a drop in average 
price from last year, the increase of 
36.72% or 8,607 washers in the $70-and- 
Over group, offset by the loss of 32.30% 
or 3,470 washers in the Below- $70 
models, held the four months’ dollar in- 
come up to the same level as the unit 
increase—15% over the same period of 
last year. 


April 1941 


Below $40.00 

4 Mos, 1941. 

4 Mos. 1940. 
$40-$49.99 

4 Mos. 1941. 

4 Mos. 1940. 
$50-$69.99 

4 Mos. 1941. 

4 Mos, 1940. 
$70-$99.99 

4 Mos. 1941. 
$100 & Over 

4 Mos. 1941. 
$70 & Over 

4 Mos. 1940. 
Total 

4 Mos. 1941. 

4 Mos. 1940. 


Units 
27 ,824 
36 ,487 


114,609 
109,015 


295 ,634 
215 ,485 


12,158 gas washers 
April 1940 9,127 gas washers 

39,317 gas washers 
4Mos,. 1940 34,180 gas washers 


Gas Engine Washer Sales, by Price Groups 

Average % to 

Below $70.00 Units Price Total 

4 Mos. 1941. 7,273 $63.14 18.50 

4 Mos. 1940. 10,743 $66.74 31.43 
$70-$99.99 


4 Mos. 1941. 25,808 $83.79 65.64 

$100 & Over 
4 Mos. 1941. 6,236 $131.99 15.86 
23,437 $97.17 68.57 


$70 & Over 
39,317 $87.62 100% 


4 Mos. 1940. 
To 
34,180 $87.60 100% 


4 Mos. 1941. 
4 Mos. 1940. 
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STANDARD IRONERS 


With average prices up $6.74 per 
ironer and unit sales advancing 12.33% 
upwards of the 1940 comparative, the 
April 1941 volume of standard electric 
ironers amounted to 10,362 units, valued 


at $892,065 retail. Thus, while the units 
gained by 12.33%, the retail dollar 
volume rose 21.87% above April 1940. 
It is further noted in the washer asso- 
ciation report that the rise in average 
price was due to the heavier purchasing 
in both the $50-$79.99 models and the 
$80-and-Over models, with resultant de- 
creases in the $30-$49.99 group. The 
figures indicate that in contrast with the 
gain of 2.493 units among the high priced 
models, the low-priced ironers fell short 
of the 1940 comparative by 1,356 units. 

On a four months’ comparative basis 
the 1941 cumulative volume on standard 
ironers has progressed 17.68% in units 
beyond 1940, with average prices $84.77 
this year against $82.63 last. The sum- 
mary points to a gain of 74.85% or 7,121 
ironers in the $50-$79.99 group, together 
with a gain of 1,728 ironers or 9.48% 
in the $80-and-Over models. Offsetting 
these gains, the $30-$49.99 group dropped 
2,944 units or 52.16% from January- 
April 1940. 


April 1941 
April 1940 


10 ,362 standard ironers 
9,225 standard ironers 
4 Mos. 1941... 39,298 standard ironers 
4 Mos. 1940... 33,393 standard ironers 


Standard Ironer Sales, by Price 
Classifications 
Average % to 
Price Total 


$44.08 6.87 
$40.89 16.90 


16,635 $68.05 42.33 
9,514 $68.62 28.49 


19,963 $104.21 50.80 
18,235 $102.87 54.61 


39,298 $84.77 100% 
33,393 $82.63 100% 


Units 
$30-$49.99 
4 Mos. 1941. 2 
4 Mos. 1940. 
$50-$79.99 
4 Mos, 1941. 
4 Mos, 1940. 
$80 & Over 
4 Mos, 1941. 
4 Mos. 1940. 
Total 
4 Mos, 1941. 
4 Mos. 1940. 


,700 
5,644 


v 
PORTABLE IRONERS 


The current report of the American 
Washer & Ironer Manufacturers’ Asso- 
ciation reveals a total of 11,427 portable 
ironers sold in April 1941—or 8,668 more 
than in April a year ago—with average 
prices $28.64 this year compared with 
$26.11 last. In percentage of increase, 
therefore, the units are up 314.17% while 
the retail dollar volume is ahead by 
354.31%. 

Thus for the four months of January- 
April 1941 versus the same period of last 
year, the cumulative volume shows a 
gain of 267.44% in units, a gain of 
288.89% in retail dollar ‘volume, and 
average prices $28.64 in 1941 against 
$27.06 in 1940. 


April 1941 


4 Mos. 1941... 
4 Mos. 1940.. 


11,427 portable ironers 
2) 759 portable ironers 
41,135 portable ironers 
11,195 portable troners 


v 
VACUUM CLEANERS 


With the month’s volume totalling 
165,672 floor cleaners, April 1941 sales 
represented an increase of 18.15% over 
comparable sales of 1940—thereby swell- 
ing the cumulative volume of the four 
months’ period to 590,427 units, or 
18.67% in excess of 1940 accomplish- 
ments. Thus April 1941 becomes second 
high month of the industry, falling but 
12,373 units short of the March 1941 
volume of 178,045 floor models. 

On hand cleaners the situation is like- 
wise optimistic. April 1941 sales were up 


JUNE, 


46.52% from April 1940, while the four 
months’ cumulative led comparable sales 
of last year by 32.97%. Compared with 
1937, however, hand cleaners are down 
10.83% for April and 10.13% for the 
four months. 

Following are estimates of industry 
sales compiled by the Vacuum Cleaner 
Manufacturers Association: 


April 1941 165 ,672 floor cleaners & 
44 ,602 hand cleaners 
April 1940 140: "223 floor cleaners & 
$0441 hand cleaners 
4 Mos. 1941 590 ,427 floor cleaners & 
155,759 hand cleaners 
4 Mos. 1940 497 ,554 floor cleaners & 
117,136 hand cleaners 


Saturation, January 1941 — 12,552,100 
homes, or 49.2% of total wired homes. 


v 


RANGES 


Exceeding the output of any previous 
month in electric range history, the 
April 1941 volume of household electric 
ranges totalled 65,692 units, or 51.69% 
above comparable sales of April 1940. In 
studying the NEMA reports of electric 
range sales, it is noted that in the four 
months of 1941 each month has ac- 
counted for at least 50,000 units sold, 
whereas in other years only a few months 
have approached that mark. These few 
exceptions were: April 1940, 43,308 
ranges; May 1940 42,983; and March 
1937 47,543 ranges. 

On a four months comparative basis, 
the 1941 volume totals 229,645 units, or 
59.74% above comparable sales of 1940. 


April 1941 65 ,692 ranges 
April 1940 43 ,308 ranges 
4 Mos. 1941 229 ,645 ranges 
4 Mos. 1940 152,344 ranges 


Saturation, January 1941 — 2,865,000 
homes, or 11.2% of total wired homes. 


v 


WATER HEATERS 


With shipments totalling 17,771 house- 
hold electrically-operated water heaters, 
the April 1941 volume not only more than 
doubled comparable shipments of last 
year but set a new high record for 
monthly sales. For 1941 the monthly 
gains over 1940 have been as follows: 
anuary 8.12%, February 59.22%, March 

79%, and April 116.03%. 

On the basis of a four months’ com- 
parison with 1940, the cumulative volume 
of 1941, amounting to 50,796 units, is 
up 67.43%. 
April 1941 17 ,771 water heaters 
7 13,271 water heaters 
4 a 50 ,796 water heaters 
4 Mos. 1940...... 30,339 water heaters 


Saturation, January 1941 — 850,000 
homes, or 3.3% of total wired homes. 


v 


ROASTERS 


NEMA members report a gain of 
97.01% in sales of electric roasters (over- 
15-quart capacity) for April 1941 versus 
April 1940, with the average price, at 
manufacturers’ value, $11.73 against 
$11.33 in April 1940. ‘As a result of the 
higher average price, the 1941 dollar 
volume to manufacturers shows an in- 
crease of 103.86% 

For the four months period, the 1941 
cumulative gain over comparable sales of 
1940 reflects a unit and dollar increase of 
74.29% since the over-all average price 
remained $11.19, the same as last year. 


Over 15-Quart Capacity 


April 1941 21,976 roasters 
Apri 11,155 roasters 
4 b 56 ,438 roasters 
4 Mos. 1940 32,381 roasters 


Saturation, January 1941 — 1,247,500 
homes, or 4.9% of total wired homes. 
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REFRIGERATION © REFRIGERATION —-RANGES RANGES 
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DORMEYER Mixer 


A. F. Dormeyer Mfg. Co., 4316 N. 








ling init, $13.85 

Electrical Merchandising, June, 1941 
UNIVERSAL Range 

Landers Frary & Clark, New Britain, Conn 


nocket " ation electri = «= } 
ing rwWr —- ay I 
beatur Large Bake ist : as A 


acid-resisting porcelain enam v 


ee ee ee SILEX Coffee Maker 
os aad irn flue for The Silex Co., Hartford, Conn. 


\ I ya 
i eat rface un Vodels: Saratoga and Pinehurst coffee 
" 1 dis ike ervice 
m OV 1 Features: Ea service consists 
Ver si ’ engrave l, cay ly chrome plated 
4] ray 12x18 in., and 8 cup, wide neck 
Saratoga electric model with ivory 
« trim, or an 8 cup narrow neck Pine 
urst equipped with Silex patented 
self-timing” stove und =“Anyheet 
Control;” crystal glass sugar an 
eamer that snap into chrome shells 


matching design; Dippex coffee 


measure and 12 stringless cloth strain 


Price Saratoga, $13.95; Pinehurst 
$14.95. — Electrical Merchandising 





TWINFACE Clocks 


The Hobar Co., 208 Fifth Ave. 
New York City 


™ T » 





4h hich. 6) in. es SEEN NORGE Ice Tray 


K ted Norge Div., Borg-Warner Corp., 
vere vit f n, Florentit Detroit, Mich. 
ie ' Ni flexible tray to replace 
: , aluminum trays; rubber grid; ice 


eject themselves automatically 
light and easy flexing of tray; 


os . - white finish.—Electrica Merchan 
” t , t ‘ i ‘ 1 : ‘ sem ‘ 
+o . ceadsiaalins “aeacilh seal lising, June 194] 
il 5 re 
I lesign ; ym 
is¢ e lea ! 
r Id t ed 
ed ivory ca 
-< 8 - ‘ 
) i 
1 ite mit M4 i 
, Q fy 
Prices Essex, $12.7 Kent, $15 
$17.50; Trium $25.—El 
VU erchandisin June, 1941 
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~ Kilpatrick Ave., Chicago, Ill. 
— : 
= — 264-WP Electriqueet 

eooecee tures: 5-speed motor; white 

— i W acl sutomati 

— —_ £ . acrd pro 

nfies ow ir 

la l eaters IK 

lle itula pow mit pe 
1S¢ itta 1 ts ich as meat 

grinder, choppe er, shredde 

and grat 

rice $18.75 mplete set of attach- 





GALE Conditioners 
Gale Products Co., Galesburg, III. 


Device: Lake Louise and Lake Placid 
Mountainaire room coolers. 

Selling Features: Lake Louise, 4 h.p. 
window sill model, 23 in. long; 6100 
btu. cooling capacity. 

Lake Placid for bedrooms and 
small private offices; 4700 btu ca- 
pacity; both models has Gale “Evap- 
orative Exhaust”; easily installed 
without ducts or pipes or window al- 
terations; unit rests on window sill, 
either side is filled in with Prestwood 
baffles; window closes on layer of 
sound-deadening felt. 

Price Lake Louise model C-50, 
$199.50; Lake Placid, G5-R, $149.50. 
—Electrical Merchandising, June, 
1941. 
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SIGNAL Kitchen Fan 

Signal Electric Mfg. Co., Menominee, Mich. 

Model: V-50A Kitchen wall vent fan 

Selling Features: Automatic lever-op- 
erated shutters; totally enclosed 
motor; rubber mounting for motor, 
10 in, quiet type fan; telescopic ad 
justment for wall thickness from 6 
to 24 in.; detachable plug; cast iron 
outside frame with white baked 
enamel finish; inside door for extra 
weather protection; close fitting 
shutters; opening door with handle 
starts and stops motor and opens and 
closes shutters.—Electrical Merchan- 
dising, June, 1941. 








WESTINGHOUSE Ironer 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 


Model: Portable ironer. 
Selling Features 


Weighs 35 Ibs.; 
equipped with 1 ironing control; 
both ends of “free rolling” roll open; 
lever control permits pressing opera- 
tions; polished pull-out rod may be 
used at either end as clothes hanger; 
dial calibrated according to fabrics. 

Price: $29.95.—Electrical Merchandis- 
ing, June, 1941. 
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1 
EVEREDY Broiler 


The Everedy Co., Frederick, Md. 


Vodel: “Speedy-Clean” broiler. 

Selling Features: Broils, fries, bo 
toasts; removable grid in top w 

2 heats—1000 watts high, 35 
watts low; 110-125 volt a.c.-d 
bottom unit equipped with trip 
tinned trivet which forms perte 
surface for broiling; 3 insulating fe 
on both units protect table toy 
Bakelite handle. 

Price: $5.50.—Electrical Merchand 
ing, June, 1941 


has 
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CORY Filter Rod 


Glass Coffee Brewer Corp., 325 N. Wells 
St., Chicago, Ill. 


Device: Cory glass filter rod equips 
glass coffee makers for brewing iced 
tea; Cory rod and measured tea ar 
put in upper bowl, placed upon lows 
bowl as water comes to a boil; brew 
is allowed to “gurgle” 1 min. or more 
before heat is turned off. 

Price: 50¢.—Electrical Merchandisi 
lune, 194] 


v 





ZEPH-AIRE Room Cooler 


American Metal Products Co., Box 66 
Sylvania Station, Fort Worth, Texas 


Models: “East Wind” portable; W: 
Wind and North Wind wind 
models. 

Selling Features: East Wind, porta 
model, 1000 cfm capacity; pla 
near open window and filled wi 
water and plug into outlet. 

West Wind and North Wind w 
dow models fit windows from 28 
42 in. wide; West Wind, 1500 « 
capacity, cools from 1 to 2 roon 
North Wind, 2000 cfm capacity, co 
from 2 to 3 rooms. Miulti-speed c 
trol on fan motor; separate swit 
for pump control; water may 
poured into unit or connected to wa 
system. — Electrical Merchandisi 
—June, 1941. 
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“Remember when we voted him 
least likely to succeed?” 


T’S FUNNY, SOMETIMES, how a person—or « 

business—will turn the tables on the prophets. 
Take automatic washers. It wasn’t so many 
moons ago that the automatic washer idea 
was the target for a certain amount of kidding. 
Rumors (it seems) went around that it was a 
Noble Experiment but not very likely to get a 
dealer much in the way of spondulix. 

Remember? 


We darn well do... for Bendix was the on/y 


automatic washer in the field those days. 
Now, we're bringing up the past for one 
reason ... and one reason only. We think it’s 


mighty important that every mother’s son of 
an appliance dealer in the country know just 
how much the tables have been turned. 


Let’s cock an eye at 1940. 


In 1940, Bendix more than doubled its 1939 
sales record. 


In 1940, the increase in Bendix sales ac- 
counted for approximately one-third of the 
total sales increase for the entire washing 
machine industry. 


In 1940, Bendix and Bendix dealers made 
a profit that would look mighty good in any 
man’s business. 








Now, comes 1941 ...and Bendix sales for the 
first three months again more than double the 
same period last year! 


What's more, the Bendix idea is snowball- 
ing . . . with the trade, with the public. 
It’s headline stuff in the appliance business 
today. 


Yes, the tables seem to have been turned! 
And brother, if you’re a Bendix dealer, you're 
right in there, solid... heading the parade, and 
going to town! 


If you're not a Bendix dealer, what are you 
waiting for? 


BENDIX HOME APPLIANCES, INC. 


SOUTH BEND, INDIANA 


“The People who Pioneered and Perfected the Automatic Washer” 
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model; can be equipped with room 
mostat or onnected to remote 
fuel supply. 7427-1 heater with 10 
uurner; 6 gal. fuel 

304 in. deep, 404 








supply radiating, circulating and di- 
rected heat; patented adjustable hori 
zontal shutters on sides and front de 
flect radiant heat downward to warm 
floor; 4 sizes, 34,000 to 84,000 btu 
per hr.; 3-speed blower extra equip 
ment, where forced circulation is de 
sired. 

Three radiating heaters, 2 with 
capacity of 34,000 and 1 53,000 btus; 


ink c/o wide 


De Luxe heaters have more prime 
and secondary heating surface; scien 
tific baffling; chrome trim, new style 
ip control; high luster chrom 
ium heat reflectors; giant 3-gal. ca 
pacity porcelain humidifier; 10 gal 
fuel tanks ; trouble-free filter opening ; 


hingertip 





visible fuel gauge; Cole draft gov 
ernor: A.P. controls: available with all Superfex heaters have removable 
Pressure fan, room thermostat ot reservoirs for outside filling ; thermo- 


static controls available where de- 
P . sired; porcelain enamel finish with 
COLEMAN Oil Burning Heater - Bevesi t 
9 chrome trim.—Electrical Merchandis 
The Coleman Lamp and Stove Co., ing, June, 1941, 
s: 8 “Heatrolas” wit ipacities Wichita, Kansas Y 
2100 to 10.000 1 t : 
v Model: Improved 444B oil heater. 
heatur ntensi-fire air du z 
deal - f Selling Features 4 major improve- 
ments in this model consist of new 
low-draft performance to save fuel 
and give satisfactory performance 
under all chimney conditions; heat 
output has been stepped up to 30,000 
heat units per hr.; warm air flow 
has been increased to 11,000 cu. ft. 


4 
‘ ted to remote fuel supply 
ESTATE Oil Heaters 8427-1 33 in. wide, 284 in. deep, 41 
on hhitel bnvistcal - teleae 

The Estate Stove Co., Hamilton, Ohio i — El I lerchandisin 





mmpensator tor ad A ° 
ne rate of oil flow: automati per hr.; a power blower is offered as % 
aft regulator completely auto optional equipment to take hot air off f 
tie. remote .t trol (furnished side of heating unit and deliver warm 
1s an-extra); large oil container: air flow at floor level; blower is 
enam@ed vapor tank; dark walnut easily installed and adds only 23 in. 
bled, porcelain-like finish: chrome to height of heater. 
‘ pper-tone trim Price $39.95; power blower $9.95 
rices: From $44.95 to $114.95.—El. extra. — Electrical Merchandising, 
une 9 
rical Merchandising, June, 1941 mn tee EVANOIL Heaters 





v Evanair Div. Evans Products Co., 
Detroit, Mich 


Model: “200” series combination radi- 
ant and circulating units. 

Selling Features: Designed for more 
thorough distribution of heat; equip- 
ped with “basketweave” door on 
front, top and bottom louvers on both 
sides and a grille top; air is drawn in 
side louvers, heated and discharged 
through top- grille and _ front. 
Equipped with Venturi baffle burner 
tip-top heat control and other late 
mechanical developments used in other 
Evanoil heaters; automatic controls; 
Evanaire Draft Stimulator also avail 
able at slight extra cost; dark brown 

loor grille: automatic draft regulator wrinkle finish; 50,000 btu capacity 

"nh Cininan ae tet Electrical Merchandising, June, 1941 
Royal Circulators 615-2, 12 in 


40,000 btu output; 715-2 14 PERFECTION Oil Heaters . 
Perfection Stove Co., Inc., Cleveland, O. 


Vodels: Ivanhoe and Superfex lines. 





v DUOTHERM Oil Heaters 


Duo-Therm Div., Motor Wheel Corp., 
Lansing, Mich 


M odels Royal, Imperial, Thrift and 
Radiant Circulators 
Selling Features: Dual-chamber burner 
with complete flame control; all-steel 
welded heat chamber ; floating “mush 
room” flame; patented power-air 
motor-driven blower; adjustable air 
velocity; directional grille; wast 
stopper; large radiant doors; Duo 
tone brown enamel finish front dial 
ontrol; large capacity humidifier ; 
scientifically designed top grille; ad 
justable leg levelers; visible flame 





QUICK HEAT Oil Burning burner 
Heaters 


American Stove Co., Lorain Div., 


Lorain, Ohio Selling Features: Ivanhoe line consists 


of 3 with perforated casings and 





7437, ' ,e |] ct * i 5 8427 9437 adjustable heat-directing Shutters in 
’ front; 1 (illustrated) with shutters 

‘ " Blue Ril He aters at sides and louvres in front; 1 with 
ave ont ant perforated casing, supplying radiat- 
- te omiu ea ing and circulating heat and 2 radiat- 
aut ela imidit ing heaters; illustrated model 2205 

€ gauge on fuel tank; Col alt supplies radiating, circulating and 
AP tant a direct heat; 2 adjustable shutters on 

ASiy UDIE¢ t N each side, stationary louvres on front 


to direct heat downward to warm 
floor; 8 gal. built-in fuel reservoir 
with constant level valve or can be 


K-M Hair Dryer 











burner, 50,000 btus; 815-2, 18 i 


burner 75,000 btus 

perial Circulators 952-2 has 
uurner, 52,500 btu output; 902 
12 in. burner, 39,375 btu capacity. 








Thrift Circulators equipped with 5 
and 7 gal. fuel tanks, capacities 50,000 


and 37,500 capacities 


Radiant Circulators 575-2 and 675 
2; 3 gal. fuel tanks.—Electrical Mer 


handising, June, 1941. 


connected to outdoor tank; hourly 
capacity 55,000 btu.; 3-speed blower 
available for use where forced cir- 
culation is desired. 

Other models in Ivanhoe line with 
capacities from 28,000 to 68,000 btus 
per hr. include several with per- 
forated casings, supplying radiating 
and circulating heat; and 2 radiating 
heaters with blued steel finish. Oth- 
ers finished in baked enamel. 

Superfex line consists of 4 sizes of 
Heat-Director models and 3 sizes of 
radiating heaters. Heat-Directors 


JUNE, 1941—ELECTRICAL MERCHANDISING 


Knapp-Monarch Co., St. Louis, Mo 


Device: No. 82-0 deluxe hair dryer. 


Selling Features: Blows hot or cold; 


Nichrome element heats quickly ; con 
trolled by convenient switch on moto 
housing; equipped with substantia 
base, can be tilted to any angle o 
removed from base for hand opera 
tion; chrome and brown finish wit 
comfortable grip walnut handle. a 
only. 

Price: $6.95.—Electrical Merchandi 
ing, June, 1941. 
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% $39.95 AND OLD CLEANER Premier Aire-Matic 
WITHOUT OLD CLEANER, $49.95 Model 90 








@ This invasion of the low-price field by the powerful 
new Premier Aire-Matic is timed just right for big-volume 
summer sales. Summer dirt and dust require cleaning 
ABOVE the floor as well as ON it—and the Aire-Matic 
n “90” does both with expert efficiency! It’s high-powered 
a yet easy to move about and comes complete with hose and 
h set of seven convenient cleaning attachments. Smart 


4 styling and low price are among the many other features PREMIER COVERS THE COMPLETE MARKET 
that assure a ready market for it with full profits for you! _.. EVERY TYPE IN EVERY PRICE RANGE! 


There’s no need to restrict your selling to “types” when 
you sell Premier. If your prospect prefers cylinder-type 
cleaners, show her the Aire-Matic “90”; if she wants a 
conventional-type floor model, she’ll be interested in the 
Matched Set. But these are only starting places for step-up 
sales and increased profits. The entire Premier line is the 
perfect set-up to sell-up—leading by easy stages to top- 
quality, top-profit merchandise like the Aire-Matic “80”, 
the Premier De Luxe Model 11 with the Matho-Matic Noz- 


zle, and Premier Partners with the famous Premier Vac- 






















INNER 
OTHER $39.95" Ww R 
AN OREMIER’S “MATCHED SET 


bination! The 

- 6 %em-in bargain com z 

- Dri jel features the Simplo-Matic ss 
pono and 325-watt, ball-bearing vo 
—" Both cleaners have mo 
driven brushes. Prices slight y 
higher west of the Rockies. 










PREMIER Model 42 
—2e $39.50 


Kit. You'll step-ahead when you step-out with Premier! 


PREMIER | DIVISION, ELECTRIC vacuum CLEANER €O., INC. 

1734 IVANHOE ROAD — ' __GEEVELAND, OHTO 

| R | M I | mt é 3 rush full S desmathis ee the new. Premier 
t rene obras, ‘tert 90 and the complete Premier line. 


Premier Division, Electric Vacuum Cleaner Co., Inc. 2° name 
Cleveland, Ohio 











oe STATE. Et 
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@ lhi- Skuttle No. 100 Ventilator was designed for the modern 
home in price, size and economy of operation. Its list price of 
$15.00 includes motor, twin blower wheels, lead out duets, rust 
proof outside flapper opening (closes and opens automatically as 
blower is used) and 8 ft. of electric cord and plug. It also comes 
completely mounted on panel with toggle bolts for quick and easy 


installation. 


Available in red, blue, white, black and green with chrome 


band to harmonize with any color scheme. Order your unii today. 


SKUTTLE’S AIR-MOVER 


This Skuttle 


heat from any oil, wood, coal or gas room 


Air-Mover will cireulate 
heater in 2 to 3 extra rooms. Comes com- 
plete with motor, registers, and twin 
blowers. and pull switch. Can also be 


used as a booster in warm air systems or 





attic ventilator for cooling in summer. 
Delivers 285 C.F.M. 


LABORATORY AIR-MOVER 
@ lhis Skuttle Laboratory Air-Mover is the dark 


room accessory that has received wide acceptance 
among amateur and professional photographers. 
It directs filtered fresh air when and where it is 
needed. Comes complete with cord and plug. 
Fiberglas Filters, blowers and flexible hose. Ad- 


mits no light and is finished in black crinkle. 





Can also be used in dentists laboratories and 


Write Dept.-EM. 


work shops. 











rere " / . ’ » 
a SKUTTLE Sas COMPANY wate ror 
> a0 PRICES 
ais TODAY! 


79 FRANKLIN STREET DETROIT, MICH 
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G-E Attic Fan 


General Electric Co., Appliance and 
Mdse Dept., Bridgeport, Conn. 








Device: G-E home cooling unit. 
Selling Features: Available in 3 sizes 
36, 42 and 48 in. fans; air from lowe 
floors is drawn through grille be 
een attic floor and ceiling of ce 
tral hallway or room; suction chan 
vr built over grille serves as tunne 
for air travel to facilitate movemen 
from all parts of house into attic; far 
LONERGAN Oil Heaters anit is installed at open end 0 
suction chamber, joined to suction 
Lonergan Mfg. Co., Albion, Mich. hamber by airtight canvas strip 
fodels: Lonergan “Fireside” line. vibrationless operation; fan unit 
a ; . enclosed in square wooden housing 
Selly Features Deluxe Counselor, 2 
ae a . mounted on rubber blocks 
ze 10 3 52,500 btu and 13 1n., as ; = 1. iene ie 
72.500 btus; convertible Forstai rice: From $99.95 to $159.50.—I 
rculator; front panel radiant heat trical Merchandising, June, 1941 
liffuser; oversized radiant heat re 
ecting side doors; adjustable vapor 
er for controlled humidity; finger- 
ip fuel and heat control dial; single 
! ill welded combustion drum with 
TIS¢ I increased effi 1ency ; fuel 
savings and a cleaner odorless flame; 
louble sized fuel tank with visible 
fuel gauge idjustable leg levelers; 
Po ire finish Other models in 
line include Super Deluxe Ventu 
Rotor, 10 and 13 in. burner; Standard 
Counselor, 8 and 10 in. burner; 
Radiant Circulator, 8 in. burner 
Ielectr Verchandisina June, 194] 
v 





G-E Honeymoon Special 


General Electric Co., Appliance and 
Mdse Dept., Bridgeport, Conn. 


ule 4-in-1 combination gift offe: 
brides—includes automati 
maker, automatic 


tor June 


glass coffee spec l 


iron and Expan-Dor toaster in 
Wheary airplane weight trousseau 
ase 

Price Ensembl complete $29.95 





trical Merchandising, June, 1941 


GLOBE Oil Heaters 2 


The Globe Machine & Stamping Co. 
1250 W. 76th St., Cleveland, O. SILENT SIOUX Heaters 


fodels Modernaire oil burning pot Silent Sioux Oil Burner Corp., Orange 
ewne heaters City, lowa 

lling Features: Line consists ot 10 V/ PF-35A console heater, 20t 
nodels; 3 sizes in each of DeLuxe Anniversary Special. 

1 ] , - . 1 ) 
Console (low-boy) and Standard Selling Features: Equipped with 2 
Series and 1 size radiant heater mind drum type heat transfer units, 

Forced air unit optional; front dial me enclosing Triplex Junio 


heat control; foot warmer; — side 
suvres ; side doors on DeLuxe models 
mly; humidifier; floor draft elimina 
tors and leg levelers; all models 
equipped with Breese  triple-stage 


and one acting as a radiator 
or economizer. A 6-in. stack conne 
tion from lower end of second w 
traps heat, reducing stack loss; 30 
in. high; 334 in. wide; 244 in. deep 


yurner ; 


louble pot burner; Automatic Prod including tank; 37,000 btu capacity ; 
icts constant oil level valve and 3 gal. fuel tank; equipped with leg 
Walker drat Tegulator; all tanks levelers and draft regulato®; 2-tone 
equipped with fuel oil gauges; circu brown hammertone finish.—Electrica 
lating heater cabinets finished in Merchandising, Yune, 1941 

brown “Spaterloid” baked enamel; sia g 


DeLuxe and Console models trimmed 


with stainless steel; Console models 
have low flue outlets for fireplace 
chimney connection; Radiant heater 
of blued steel with black crinkl 


finished base and tank. 
Prices: From $29.50—Electrical Mer- 
1941 


Vv 
NORGE Defroster Clocks 


Norge Div., Borg-Warner Corp., 
Detroit, Mich. 


Device Night-Watch clock automatic 
deirosting for models in Norge line 
equipped with Handefroster, Coldjack 
and Sealed Freezer.—Electrical Mer- 


mdising, June, 1941, 


June, 


hindising, 
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R & M Fans 


Robbins & Myers Inc., Springfield, O. 
[odels: R & M Banner line 


Selling Features 3 sizes—8 in. non 
~i11 . ~a1l 11, 
oscillating; 10 in. oscillating, (illus- 
trated) and the 12 in. 2-speed os 
1 - 7 j wit. 7 
illator; all equipped with powerful, 
wersize R & M motors; precision 
built gears and bearings; broad, quiet, 
vibration-free blades; streamlined de 

sign, brown finish. 
8 in. $3.95; 10 in. $10.95 and 12 
$17.95.—Electrical Merchandisin 


lune, 1941 





WESTINGHOUSE Washer 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 


Vodel: “Liberty Special’ 

Yelling Features: White enamel, 26 

gal. tub; 3-vane Turbulator; wringer 

with balloon type rolls locks in 8 
wositions; automatic reversing drain ; 

non-splash flow of drain water 
lectrical Merchandisin Tune, 1941 





EMERSON Fans 


The Emerson Electric Mtg. Co., St. Louis, Mo. 


\odels 2 new oscillating tans, an 
oscillator on adjustable floor stand; 
and a new Junior kitchen ventilator 

Yelling Features 12- and 16-in., 3 
speed oscillators have aluminum 
blades, ornamental guard and har 
monizing blue nameplate; quiet op 


eration; finger-tip control to adjust 
irc of oscillation from 90 degs. to 


any lower range or to stationary pos 


tion 

12 in. oscillator on adjustable floor 
stand quiet-type overlapping blades ; 
capacitor motor operates at slow 
speed; finger-tip control for arc of 
oscillation; floor stand adjustable 
from 3 ft. 3 in.. to 4 ft. 9 in. floor 
to center of fan; 3 speed sliding 


switch in stand base; metalescent- 
mahogany finish on motor and 
blades: Udylite guard and nameplate ; 
base and lower column in wrinkled 
mahogany, upper column polished 
chromium Emerson Junior Kitchen 
Ventilator with built-in wall box has 
square outside frame, telescoping, 
round sleeve, adjustable to wall thick 
ness 54 to 13 in.; fan and grille one 
unit: weather tight outer door; chain 
releases swit h and opens 


blade S 


operation 
door; 10 in. quiet-type fan 
move 570 cfm in free air; white 
enamel inner grille 
Price: Floor stan 
unior Kitchen Ventilator, $19.95.— 


J 
Electrical Merchandising, June, 1941. 


1 model, $34.95; 





FLUID HEAT Air Conditioning 
Furnace 


Anchor Post Fence Co., 6526 Eastern Ave., 
Baltimore, Md. 


Vodel: RU-7 air conditioning furnace 
unit, 

Selling Features: Compact, will almost 
fit in average size closet; line switch, 
primary control and combination fan 
limit switch mounted on unit at fac 
tory ; complete wired, with wiring ex 

tending to burner junction box loca 

t 


1] 
i 


ion; refractory chamber built in at 
actory; Sirroco-type fan mounted 
directly beneath copper-bearing steel 
exchanger; primary heating surface 
10 sq. ft., with 124 sq. ft. secondary 
heating surface; field mounted Fluid 
Heat burner model P-3C, fired with 
85 OPH nozzle at 100 lbs. pressure; 
15x20x1 in.; spun glass filter or a 
screen of expanded metal to fit re 
turn intake —Electrical Merchandis- 
ing, Tune, 1941 








COOLAIR Window Fan 


American Coolair Corp., Jacksonville, Fla. 

Model: Type 28-W window fan. 

Selling Features: Complete, ready for 
immediate mounting and operation; 
side mounting flanges fasten to in 
side or outside frame of any ordinary 
size window with 6 screws in upper 
or lower half of window without in 
terfering with normal operation; 
safety guard shields all moving 
parts; adjustable diam. motor pulley 
permits changing fan speed; re- 
versible motor and reversing plug on 
cord for blow-in or exhaust opera 
tion; suspended on sound absorbing 
springs for maximum quietness; 
oversize, ball-bearing in fan hub for 
silent, lifelong service; 6000 cfm; 
light ivory finish; overall width 33 
in.; overall height 31 in.—Electrical 
Verchandising, June, 1941. 
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Typical conference of West- 
inghouse ‘‘cooks,"’ discussing 
how to influence prospects 
with appetite appeals. 


“ For Goodness’ Sake ..” 
A HE-MANS DINNER needs 


5 Kinds of Refrigeration ! 


REFRIGERATOR AD 


Westinghouse has a corps of cooks. Some folks call them 
Home Economists. But at Mansfield titles don’t 
count. Only results. 

This group of sincere workers are stout defenders of 
better menus, better food, fewer shopping trips, all 
around economies and happier home life. To help 
achieve all this, they are everlastingly checking appli- 
ances to make certain every woman can truly get 
maximum leisure, convenience and happiness from the 
use of her Westinghouse equipment. 

In all our advertising and promotional activities, we 
keep this feminine viewpoint constantly in mind. And 
dealers who co-operate with us soon discover that the 





flo n00 


© 100 MANY COOKS SPOIL THE BROTH 


—when they show how to 


make appliances that women want 


New Kecipe for more Healthful Foods . . 


Protect Vitamins, Minerals and Rich, Natural Flavors with 


VITA mizenv COOKineo 


ROASTER AD RANGE AD 


shortest distance between appliances and profits is 
straight selling talk that leads through a woman’s heart 
to her pocketbook. For complete packaged details on 
this approach, phone to your Westinghouse Distributor. 
Or write direct. WESTINGHOUSE ELECTRIC & 
MFG. COMPANY, Dept. 1064, MANSFIELD, OHIO. 


Mrs. Julia Kiene* says: 
“From all my talks and correspondence with homemakers, I am 
convinced that the way to a woman’s heart lies in making her 
housekeeping easier. 

“Selling based on this fundamental truth is bound to get 
better results than selling based strictly on product and price.” 


*Home Economics Director of Westinghouse 
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NEWS 


PEOPLE + PRODUCTS - PLANS 





Electrical Merchandising Review of the Month 


June, 194] 





HICAGO—While isn’t a case of 
scraping the bottom of the flour bin, 
vertheless merchandise shortages are 
ted to bring into Chicago dealers 
rarely have gone to markets in the 
ist 
lwo shows are being readied for the 
ily 7-19 dates, one at the Merchandise 
Mart, and the other at the American 
Furniture Mart. 
\ longer list of exhibitors than ever 
i appliance manufacturers and distribu- 
ors has been released by Advertising 
ind Publicity Manager Johnny Dun- 
combe of the Merchandise Mart and by 
Miss Rosalie Flank, director of public 
relations at the American’ Furniture 
Mart. Following are the two lists of 


exhibitors and their space numbers: 


EXHIBITORS AT THE MERCHAN- 
DISE MART 


Alliance Mfg. Co 1491 
Aluminum Goods Mfg. Co 1424 
Apex Roterex Corp 1473 
Art Stove Co 1469 
Barclay Mfg. Co 1433A 
Bersted Mfg. Co 14-107 | 
Blue Circle Products Co 1112 
Bradford, C. L., & Associates 1472 
Capitol Products Co 1433A 
Chicago Elect. Mfg. Co 14-121 
Connecticut Appliance Co 1477 
Crown Stove Works 1464 
Decatur, H. K., & Co 1433A 
Deep Freeze Dist. Corp 11-101 
Dominion. Electric Mfg. Co 1422 
Dormeyer, A. F., Mfg. Co 1472 
Easy Washing Machine Co 7-151 
Empire Electric Co 1491 
Enterprise Aluminum Co., The 1487 
Everedy Co., The 980 
Farber, S. W. & Co 1419 
Florence Stove Co 1459 
Forman Bros., Inc 1477 
Foster Refrigerator Products 718 
Freshndaire Electric Fan Co 1472 
Frigidaire Div. General Motors Sales 
Corp. 712 
Fry, Ira B 1435 
Gale Prod. Div. Outboard Marine & 
Mfg. Co. 1472 
Garland Stove Co 1469 
General Motors Sales Corp. Div. of 
Frigidaire . 712 
General Construction Corp 1488 
Gibson Refrigerator Corp 1410 
Herschede Hall Clock Co 1422 
Keating, C. S 1457 
Kewaskum Aluminum Co 1457 
Kisco Co., Inc 1488 
Klein, Henry G 1491 
Knapp-Monarch Co. 1483 
Kwikway Co. 1495 
Landers, Frary & Clark 1416 
Lau Blower Co 1498 
Laurel Stove Co 1469 
Leadstone, John T 1482 
Lewis Elec. Mfg. Co 1488 
Liberty Electric Co 1482 
Lindemann, A. J., & Hoverson Co 1470 
Lynch Studio, The 14-106A 
Manning Bowman & Co 1466 
Martin Co. 1498 
Mathy, Leonard 1477 
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SELLERS’ MARKET ATTRACTS CROWDS 
TO JULY 7-19 SHOWS IN CHICAGO 


McCall Refrigerator Corp 718 
McCleary, Nolen H 14-107 
Metal Ware Corp., The 1423 
Michigan Stove Co 1469 
Midwest Super Service, Inc 13-161A 
Mirro Aluminum Co 1424 
Moore, Walter B., Inc 1400 
National Enameling & Stamping Co. 1462 
National Enameling & Stamping Co 1422 
National Sewing Machine Co 1468 
National Silver Deposit Ware Co 1553 
Naxon Utilities Corp 1112 
Nelson Machine & Mfg. Co 1482 
Northern Electric Co 14-107 
Nye, Walter Co., The 1492 
Paramount Sales Co 1558 
Peerless Mfg. Corp 1491 
Plaut & Lederman 1490 
Ponsell Floor Machine Co 1112 
Porcelier Mfg. Co 1422 
Proctor Electric Co 14-104 
Red Seal Appliance Co 1498 
Revere Clock Co 1422 
Rival Mfg. Co 1492 
Samson-United Corp. 1498 
Sessions Clock Co., The 1409 
Silex Co. 14-109 
Smith, F. A., Mfg. Co 1422 
Somers, H. A., & Associates 14-121 
Son-Chief Electrics, Inc 1477 
Steam-O-Matic Co 1492 
Steinmetz & Kelly 1422 
Stern-Brown, Inc 1493 


Supreme Silverware & Cutlery Co 


| Swarzbaugh Mfg. Co 


Thunder, James A., Co 
Trauger, Roy F., & Associates 
Universal Electric Log Co 
West Bend Aluminum Co 


14-110 


1498 
1112 
1488 
1491 
1471 


AMERICAN FURNITURE MART 


EXHIBITORS 


| A. & J. Mfg. Co 


Agricola Furnace Co 
Altorfer Bros. Co 
American Gas Machine Co 
American Stove Co 

Apex Rotarex Corp 
Appliance Mfg. Co 
Athens Stove Works 

Auto Stove Works 
Automatic Washer Co 
Barlow & Seelig Mfg. Co 


| Barton Corp. 
| Blackstone Corp. 


Brunswick Radio, Div. Marsman Bros 
Caloric Gas Stove Works 

Cavalier Corp 

Cleveland Co-op Stove Co 

Coleman Lamp & Stove Co 
Comstock-Castle Stove Co 

Dayton Refrigerator Co 

Detroit Vapor Stove Co 

Dillingham Mfg. Co 


4,000,000th Maytag 


548B 
548B 
5IIA 

614 

517 
514A 
510B 

642 
539A 
513A 


530 | 


549A 
544A 
923 
546C 
1145 
520 


541-42 


546E 
549A 
522 
1436 





Maytag executives shown in the picture with the 4 millionth Maytag are, left 
to right: Geo. M. Umbreit, executive vice president and treasurer; Fred Maytag 
Il, president of The Maytag Company, and grandson of the founder; A. H. 
Taylor, vice president; W. |. Sparks, secretary, and Roy A. Bradt, vice president. 
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No Washer Week This Year 


CHICAGO—Preoccupation of home 
laundering equipment makers with na 
tional defense projects which most of 
them have, or are negotiating, has r« 
sulted in tabling of plans for the 1941 
observance of National Washer-lrone: 
Week. Action by the executive com 
mittee of the American Washer and 
Ironer Manufacturers’ association was 
announced by Joseph R. Bohnen, of 
Chicago, secretary. The event for three 
years has been an outstanding nation 
wide activity of the industry and its re 
tail outlets. Its fourth staging would 


have been from October 18 to 25 

“Our members generally agreed that 
as a matter of public policy it would be 
a great deal more advisable this year for 
the industry to devote the time and 





effort to the national cause, instead.” 
Secretary Bohnen said in reporting the 
industry committee’s action. 

Dixie Foundry Co 524 
Dortch Stove Works, Inc... . 512B 
Duo-Therm, Div. Motor Wheel Corp. . 509B 
Eagle Foundry Co si 547A 
Easy Washing Machine Corp 520 


Edison General Electric Appliance Corp 529 


Ernst & Co..... 824 
Estate Stove Co 523 
Evans Products Co 510B 
Eureka Products Corp 546B 
Frigidaire Corp 508A 
Gain-A-Day .. 1008-10 
Globe Machine & Stamping Co 514B 
Gray & Dudley Co 515B 
Hamilton Ross Industries 607 
Hardwick Stove Co 1139 
Heinz & Munschauer 549A 
Holland-Reiger, Inc. 831 
Horton Mfg. Co 5IOA 
Hyland Electric Supply Co 509B 
Ice Cooling Appliance Corp 538A 
International Oil Burner Co 512A 
Frank M. Katz, Inc 637 
Rudolph Kohner 640 
Knox Stove Works 513B 
Krebs, Stengel & Co 1239 
Lonergan Mfg. Co 513A 
Meadows Corp. 1008-10 
Meyer & Danziger, Inc 812-13 
Moore Corp. 504 
Motor Wheel Corp 509B 
Nash-Kelvinator Corp 509A 
Norge Corp. 522 
Oakland Foundry Co 547B 
Odin Stove Mfg. Co 1438 
Orbon Stove Co 546C 
Philco Radio & Television Corp 535-7A 
Phillips & Buttorff Mfg. Co 518 
Prentiss-Wabers Products Co 5I4A 
Premier Stove Co 514B 
Quaker Mfg. Co 516B 
Renew Sweeper Co 538A 
Round Oak Co 531 
Morris S. Segal Corp 1008 
Siegler Enamel Range Co 511B 
Sunray Stove Co 731 
Sweeper Vac Co 1008 
Tennessee Stove Works 825 
Turner Brass Works 1904A 
United Stove Co 549A 
Welbilt Appliance Corp 521 
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Put yourself in this profit picture 
before the other fellow beats you to it! 


—" new quantity discounts on G-E MAZDA lamps are 
the year’s hottest price news! But they can’t remain news 
forever. And if you want to get your share of the profits in this 
“picture’”’—make your store headquarters for lamp sales by 
featuring these new discounts NOW! 

Scores of our agents are already cashing in on these “new low 
prices”. Hundreds of small stores, restaurants, apartments, 
and home owners are seizing the opportunity to buy G-E 
lamps im quantity. In fact, there’s only one “catch”. They’re 
buying from the stores that feature the discounts—wnot from 


those that don’t. 
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So get on the bandwagon if you aren’t already on it! Tell a// 
your customers about the new 20% and 25% savings—and 
don’t be surprised if they tell all their friends that your store 
is the place to save money on G-E MAZDA lamps, both incan- 


descent and fluorescent! az 


G-E MAZDA 
LAMPS 


“= Made to stay 
GENERAL@B ELECTRIC ‘“% 


/ brighter longer 
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The Ten Pioneer Strato-Flyer Aces of the Bendix 


Home Laundry 


Starting at top and reading, left to right: PAUL R. KELLY, Paul R. Kelly Co., Cedar Rapids, lowa; THOMAS MANLEY, Delaware Power & Light Co., Wilmington, Del.; N. S. 


VARIN, N. S. Varin Co., Flushing, L. I., 


GEORGE LEWIS 
HONORED FOR 
R.M.E.L. WORK 


DENVER, COLO,—Electrical dealers, 
contractors, distributors and utility execu- 
tives assembled in Denver May 12 to 
render tribute to George E. Lewis, man- 
ager of the Rocky: Mountain Electrical 
League, for his notable part in winning 
for R.M.E.L. the 1940 Award of Merit 
from the American Trade Association. 

Mr, Lewis received the citation in 
Washington, D. C., April 28 from Jesse 
H. Jones, secretary of commerce, in 
recognition of distinguished service to the 
public and the industry served by the 
winner of this nation-wide contest, con 
ducted annually by A.T.A. The May 12 
occasion marked official acceptance by 
G. B. Buck, R.M.E.L. president, of the 
award which symbolizes “wholesome so 
cial and economic values contributed to 
the public as well as the industry as a 
whole.” 

Intensive promotional enterprises engi 
neered for the Rocky Mountain Electrical 
League by Mr. Lewis were responsible 
for the signal recognition tendered by 
American Trade Association. 

Exploits on which the Award of Merit 
was tendered included: Stimulation of 
significant power promotional ac 
tivities; contributions through organiza- 
ional functions to national safety stand 
ards; participation in civic and State 
projects designed to benefit the public; 
notable increase in electric appliance 
leadership in a comprehensive edu 
cational program among dealers, 
tractors and electric utilities. 

The contest encompassed all groups 
whose objectives are service to the public 
ind improvement of trade, commercial 
and industrial conditions through exercise 
f the American system of free enterprise. 
This is believed to be the first time the 
lectrical industry has received such out- 
standing recognition in the American 
Trade Association competition 

Noteworthy accomplishments of R.M. 
E.L. in 1940 were the Electrical Exposi- 
tions, staged in Colorado, Wyoming and 
New Mexico, to stimulate purchase of 
lectrical appliances as Christmas gifts; 
ind Outdoor Christmas Lighting contests 
n almost 100 cities and towns of the 
Mountain region, to boost power sales. 


1 
sales 


sales ; 


con- 


ELECTRICAL MERCHANDISING—JUNE, 


N. Y.; DAVID R. URNER, D. R. Urner Co., Bakersfield, California; ROY J. MOOTHART, W. D. Ryan Co., Palo Alto, California; 
HARRY 5. LACEY, Maxwell Hardware Co., Oakland, California; ALFRED B. GOODWIN, Island Appliance Co., Hempstead, L. |.; A. W. SMITH, Rhodes Bros., Tacoma, 
Washington; SAMUEL SPITZBERG, Barker Bros., Los Angeles, California; JOSEPH T. HARDING, Delaware Appliance Co., Philadelphia, Pennsylvania. 


BENDIX HONORS TEN PIONEERS 


Sales Leaders of the Automatic Home 
Laundry Earn Exceptional Distinction. 


SOUTH BEND, IND.— Bendix 
Home Appliances, Inc., South Bend, 
through J. S. Sayre, vice president in 


charge of sales, announces the outcome 
of a competition unique in the annals 
of the appliance industry. 

The ten men listed above, in alpha- 
betical order have been designated the 
ten retail pioneers of the automatic home 
laundry industry 

Behind this announcement is a story 
that tells of the rapid rise of the Bendix 
home laundry to its present heights of 
prominence. 

By 1940, the Bendix Honor Fraternity, 


known as the Hi-Flyers Club has out- 
grown its original rules. Hundreds of 
dealers and retail salesmen had already 
earned the top honors provided—and 


asked to have a new division established 
so that they might climb in rank, with 
the progress of the business. 

Sold 150 Bendix 
Toward the end of the year—a new 
honor division was formed—for top flight 
men. On selling 150 Bendix, these men 
became “Strato-Flyer Aces” and a strik- 
ingly new emblem, studded with dia- 
monds and rubies was designed for them 
to wear. 

As soon as this division was formed 
hundreds of men were immediately eli 
gible to membership—but the Bendix 
officials were eager to single out the 
“First Ten Strato-Flyer Aces’—those 
ten men who had in fact, first earned 
the right to wear the Ace emblem. 
“These ten men,” said Mr. Sayre, “are 
truly the Bendix pioneers.” 

With the feeling that such a great 
honor deserves special recognition, the 
3endix Hi-Flyers Club started a search 
to find the ten men who were entitled to 


it. As factory records revealed only 
dealer sales, it was necessary to get 
detailed reports of sales by individual 


salesmen as well—with names, dates and 
serial numbers dating back three years. 

Diligent search and painstaking check- 
ing of records finally confirmed the fact 


1941 


that the ten men listed above had earned 
this exceptional honor. Recently each of 
them received the following telegram 
from J. S. Sayre, vice president in charge 
of sales: 

“It is my privilege and honor to advise 
you that you are one of the Ten Retail 
Pioneers of the “Automatic Home Laun- 
dry” Industry. You earned this great 
distinction by being one of the First Ten 
Men in the United States to have sold 
150 or more Bendix Home Laundrys- 
the original Automatic Home Laundry. 
As you know, this industry is growing by 
leaps and bounds as the women of Amer- 
ica learn the great advantages of work- 
less washdays which release them from 
their dreariest household task, The honor 
you have won for yourself, as an out- 
standing leader in this field, is one that 
will live forever. In token of its great 
significance, we are awarding to you a 
special commemorative insignia, which 
will be forever limited to only Ten Men, 


together with a gold watch suitably 
inscribed with your outstanding record. 


To this we add our gratitude for your 
splendid loyalty and achievement during 
our pioneering years and the hope for 
your long continued success in merchan- 
daising ne 2ENnd1xX ome saundry 

1 th Bend H Laundry in 
your territory.” 


Men Receive Trophy 


As a permanent honorary record of 
their lasting achievement, each of these 
men will receive a handsome gold watch 
inscribed with his record—a_ specially 
made Strato-Flyer Ace insignia, with the 
words “First Ten Pioneers” embossed 
and enameled into the design—and a 
framed certificate commemorating their 
accomplishment in selling the first 150 
automatic home laundries. 

In all, these ten men have ample 
reason to feel extremely proud of them- 
selves and of their association with a 
company that would go to such extreme 
ends to write their outstanding records 
into the great history of the Electrical 
Appliance Industry. 


Hamilton Beach to Turn to 
Tanks if Aluminum Supply is 
Stopped 


CHICAGO—The aluminum shortage, 
up to the present time has not seriously 
affected the Hamilton Beach Company, 
declares Fred F. Tuerk, sales manager, 
and changes are being made, particularly 
in the tank cleaners, which will eliminate 
the use of all materials on the critical 
list. 

When the shortage of material does 
seriously affect the production of new 
vacuum cleaners, he says, it is apparent 
that all vacuum cleaner manufacturers 
should leave nothing undone to see that 
when cleaners are rebuilt by various 
cleaner rebuilders, that new parts fur- 
nished by the vacuum cleaner manufac- 
turers should be used. Dealers generally 
do not take advantage of the parts busi- 
ness available. It will be a very good 
policy for every dealer who purchases 
rebuilt cleaners to make sure that the 
parts used in rebuilding these cleaners 
are made by the original factory, because 
the public will hold the dealer respon- 
sible for anything that goes wrong with 
the cleaner, and not the organization 
that has rebuilt it 

There is a growing tendency to re- 
build cleaners taken in trade and the 
parts used in rebuilding these cleaners 
are not in many cases factory-built parts. 
If sub-standard parts or worn parts are 
used to rebuild these cleaners, the clean- 


ers may last only a tew months or at 


the best a year or two and the public 
suffers. The dealer may ruin a business 
he has taken years to build if he buys 
anything but original factory parts or 


sells rebuilts in which anything but new 
factory parts are used 


680,000 Visitors to Model Home 
CHICAGO — With 


Home for Electric Living, sponsored by 
the Commonwealth Edison Company, 
Chicago, all local records for visitors to 
model homes will be shattered. It is 
estimated that more than 680,000 persons 
have visited the house in two years which 
had a daily average of nearly 1,000 
visitors. 


the closing of the 
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Hotpoint Gives Them New Executive Responsibilities Easy 


7 C. Nelson, president of the Easy 
Washing Machine Corporation, a1 
nounced the appointment of W. Home 





Reeve as acting sales manager to take 
over the duties of J J. Nance vice 
president in charge of sales, who recent] 
resigned to take an executive sales pos! 
tion with the Zenith Radio Corporatio: 
Mr. Reeve was formerly a sales execu 
tive with the Frigidaire Corporation 
the Household Division and for the pas 
two years has been in charge of the majo 
dealer development program at Easy. M 
Nelson also announced that Batten, Ba 
ton, Durstine & Osborn, Inc., advertising 


agency, would continue to direct the a 
vertising, promotional, and publicity pr 
gram and that the aggressive sales and 
dealer development program and prom 
tional activities which were launche 











J. C. Sharpe, new vice presi- R. W.. Turnbull Hotpoint's 1. A. Rose, new vice president shent tum weess Gan elt alee te con 
dent in charge of engineering new executive vice president nm charge of manufacturing tinued 
Hotpoint 
Skuttle Sales Co. 


I ‘mJ New Positions of the Month It was recently announced by A. | 
\ ’ Evans of the Skuttle Sales Company 
| vu that George Greulich has been appointed 
co as sales manager of that Company. 
Mr. Greulich has enjoyed many years 
of experience in the heating and ventilat 





ma ring. Other offies Bendix American Ironing Machine Co. ing field. From 1925 to 1928 he was 

W. H. Boot i! ; . ; associated with the Socony Burner Cor 

George A. Hugh Hugh R. Johnstor is signed his Monroe A. Toussaint, associated with | poration in their sales organization, and 

the ;' 1‘ DB ( wsition with Atlas Corporation and has Barlow & Seelig Mig. Co., Ripon, Wis., | from 1928 to 1938 he was associated with 

G. W. Scott, se trea wen elected executive vice president of for the past twelve years, has just been | the Timken Silent Automatic Company 

W. H. Pe: assistant secretary Bendix Home Appliances, h f South named as general manager of the sub- | jn the capacity of sales manager of vari 
\ B Indiana sidiary firm, the American Ironing Ma ous branches. 


R. Ww Turnbull! 














{ 40. H res 
31 to 1940 
i i M 
( ( | 
, Pacif 
Hea ( Ont 
H e] i WW he 
Hot val 
n 1918 ' se 
4 HUGH R. JOHNSTON M. A. TOUSSAINT GEORGE GREULICH 
M Johnst was formerly treasu ine Co., lo ited at Algonquin, Ill. His The appointment of Mr. Greulich !x 
the Guaranty frust Company oi New appointment followed the resignation of | comes effective immediately and he wil! 
J. C. Sharp York, which position lh a signed to b \. Peters . have charge of the automatic humidifi 
| . president of Sterling S« urities his will not be an entirely new field and ventilator sales 
~ Hotp + ( ratio at its inceptior 19 2 | . for Toussaint For the past two years 
irge of engine any was merged with Atlas Co 1¢ has been a member of the Board of 
ng tpoint Compa ition in October, 1934 Directors of the American Ironing Ma Manning-Bowman 
ic) as assistant t ge engineer. Mr ston is a direct \dan hine Co., serving as liaison officer be ; : 
He becat ' engineer in 1956 an Express Company, South express tween Barlow & Seelig and its sub- Appointment of W. R. Freeman, as 
ame vine 93 eed Company, Railway and Express Con sidiary. During 1940 he was elected a sistant general sales manager, to supe! 
, American Internat Corpora vice-president of the ironer firm vise the company’s advertising and sale 
( | t Securities Corporat General Other officers of the American Iron- promotion has been announced by A. | 
I » 1 t t se! Home Applia | Missis i Machine Co., are H \. Bumby, Wilkinson, vice president in charge 
Valley Barge | C i and resident; W. A. Royce, treasurer, and sales and advertising, Manning-Bowmat 
Collieries. 11 H. G. Carles, secretary Co., Meriden, Conn. 
A. Rose 
} } ine 
\ He ( 
2 I M ) 
‘ 1] 
t H 
Hotpoint ( M 
- j aed ¢ . © 
"s 2 Frank R. Goodell has been Roy Johnson, director of ad- W. R. Freeman is the new as- 
ri ‘i il i.» iul l t 1o t c . *_* . . 
: Pgh) mcncaliee named director of sales of the vertising for Schick Shaver, sistant general sales manager 
re i ! ° . ° . | * 
p Grif —a—“a C % Waring Corporation, manufac- has resigned to become presi- | of the Manning-Bowman Co., 
R ne - iitne of Wactors turers of the Waring “Blendor” dent of Post & Yalden, Hart- Meriden, Conn. He will be 
\ { and the new steam iron. ford sales promotion firm. | assisted by J. L. Magro. 
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DEFENSE AND THE FUTURE... 


Copy of Letter to users of Products of 
The International Nickel Company, Inc. 








esse 


Vip , Vay, V9 
he nbeinatindl Nf Company Spas 


EXECUTIVE OFFICES: 6> WALL STREET 


Rozserr C. Stan rey, Ake: Yori. April 17, 1941, 
Presipent 





Our plants, in common with those of most of America's industrial 


tion, In 8pite or this, 


Ts of our Products who in the 
Dg &@ great business, @nd upon whom we must de. 


already 20% above last 
the peek rate of the last wer, 
current defense demand eng fur. 
8 year, 


To this ena we wish to offer our services especially to those cus. 
tomers whose requirements cannot for the moment be filled, one Practical means 
or rendering such service is to offer you the 888istance of our technical starr 
in solving problems of mat 


erial *rising from the temporary lack of nickel, 


of the 8Olution lies 


@nd advice will be of 


Be to follow this letter with a personal 
resentatives, if you Bo 


desire, who Will discuss with 
@il our mutual problems, 


RCS: Jus 





. 1941 
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SMOKELESS - ODORLESS 
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THIS DISPLAY sells the “cool kitchen” idea to 
your customers. Use it in your windows, on your 
counters, to boost BROILKING sales this summer. 
Size 14” x 18”, easel back, printed in c-o-o-l blue 
tones. Your wholesaler will supply it FREE! 





THIS ADVERTISING SERVICE offers news- 
paper mats for a whole series of BROILKING ad- 
vertisements built around “cool kitchens”. Use them 
regularly for extra summer sales. Mats supplied free 


of charge. Write for this Advertising Service Book. 





C-o-o-l electric table broiling is a bonanza for smart 
dealers pushing BROILKING. Get your share of 
the profits! Models listing from $6.75 to $13.95. 


All models certified by Electrical Testing Laboratories. 


Write for the COMPLETE BROILKING STORY 


1033 Metropolitan Avenue Brooklyn, N. Y. 
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Philco Wins Design 





News—Auditor Gets Present! 





On the first Friday in May, Ray Turnbull, executive vice president of the Edison 
General Electric Appliance Company, Chicago, backed up by the district office 
Hotpoint staff in New York and by George W. Scott, treasurer, descended seven 
floors of the G-E building in New York and invaded the new General Electric 
Metropolitan distributing branch offices. The object of the visit was to present 
P. L. Griffen, operating manager of the branch, with a wrist watch and desk set 
on behalf of the Hotpoint organization, which he served as assistant auditor, 
and later as auditor, from March, 1929, to the time of his recent appointment. 
In the photo, Hotpoint's treasurer Scott, in the center of the group, holds the 
watch, and to the right, in order, are Griffen, Turnbull, and Earle Poorman, 
manager of the G-E branch. 


ALEA Officers Re-Elected 


was re-elected to those offices at 


Hot Springs, Va. 


land, O. 


& Associates, promotion and public 


NEW YORK—J. Markel, President 
of Markel Electric Products, Inc., Buf- 
falo, N. Y., the president and chairman 
of the Board of Governors of the Ameri- 
‘an Lighting Equipment Association, 


| annual election of association officers 
| conducted in conjunction with the meet- 
| ing of that organization held May 20 at 


Other officials re-elected to the Board 
of Governors are: J. H. Blitzer, The 


Lightolier Tena New York City; 
G. E. Glatthar, Art Metal Company, 


/7 ex eater O.; Max Held, Halcolite 
s Company, Brooklyn, N. Y.; W. 
™ — Sawyer, John C. Virden Company, Cleve- 


J. W. Milford, head of J. W. Milford 


lations counsel to the A.L.E.A., was 


INTERNATIONAL APPLIANCE CORPORATION 


Award for Conservador 


The Lord & Taylor design award went 
to Philco this year for "distinguished 
contribution to the field of industrial de- 
sign." Harold Van Doren, above, Philco 
designer, received a $1,000 prize at a 
meeting in New York attended by 2,000 
celebrities. Below is the Philco Con- 
servador model which won the prize. 














JUNE, 1941—ELECTRICAL MERCHANDISING 


elected to the post of Secretary-Treas- 
urer. It was announced by Mr. Markel 
that effective June 2, the general ac 
tivities of the Association, heretofore 
managed by Stevenson, Jordan & Har 
rison, would be centered in the offices of 
J. W. Milford & Associates, located in 
the R. K. O. Building, Rockefeller Cen 
ter, 1270 Sixth Avenue, New York City 


L farska! 


of TOP-QUALITY 


INA 


39.95 


JUNIOR + FLOOR MODEL 
COMBINATION 


Iw PAGE 53 
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3H.P. 









: Was 50 NOW $B go* 


Airtemp Room Cooler—Model WC-40— 
j 3 h.p. for window installations in small 
rooms; doctors’ & dentists’ offices, etc. 








Was *29Q -now $1375* 
Wos 39 -nows 2577" 


Deluxe floor models—% and & h. p.— 
Models FC-60 and 90 for larger rooms 
and offices. 


Suggested ‘Leader’ Prices. 


AIRTEMP DIVISION OF CHRYSLER 





G 





AIRTEMP 
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And Reduced Prices 
On Airtemp Room Coolers 
Help You Get The Business 


Prospects Galore—Just think, only about one 
business in 10 has summer air-conditioning! All 
the rest want it. A survey just completed among 
164 businesses in 23 classifications in Dayton, 
Ohio, showed that 10% intended to buy cooling 
equipment at once! 22.5% were live prospects. 


Easy To Sell— Most of the remaining 77.5% 
said they wanted summer cooling but thought 
they “couldn’t afford it.” What a chance for sales- 
men! The average business man thinks cooling 
costs twice as much as it actually does—can easily 
be shown that it pays for itself. All businesses 
report increased summer sales after air-condi- 
tioning—from 7% to 33%. 


Room Coolers Are Leaders—To help dealers 
get prospects, we are offering a special deal on 
room coolers—reduced prices that not only move 
the smaller units fast, but develop volume on the 
3 and 5 h. p. units which carry a substantial profit. 


Chrysler Engineered and Warranted—Every 
Airtemp room cooler and cooling unit is engineer- 
ed, built and warranted by Chrysler Corporation. 
Airtemp makes the only hermetically-sealed ra- 
dial compressor on the market! It cuts service 
cost for dealers, operating cost for customers. 


Act Now—The season is here, thousands of 
business men are planning to buy air-conditioning 
right now! Get your share of the business. Get 
the details of this special offer. It cannot last! 


MAIL COUPON TODAY * 





CHRYSLER “awAIRTEMP 


Chrysler 


en 22° 2 Be een, | . DAYTON OHIO 





1941 


COOLING UNITS MEAN... 


=e 


5 H. 
UNI 





PROSPECTS! 


Gift Shops 
Professional Offices 


Drug Stores 
Shoe Stores 


Hat Stores Private Offices 
Candy Stores Beauty Parlors 
Book Stores Restaurants 
Jewelry Stores Cafeterias 
Grocery Stores Bakeries 


Haberdasher Shops _— Lunch Rooms 


Specialty Shops Showrooms 
Hosiery Shops Tea Rooms 
Barber Shops Hospitals 
Corse? Shops Hotels 
Gown Shops Bars 


95% of all these businesses can best be served 
with Airtemp 3h. p. and 5h. p. cooling units. 











AIRTEMP DIVISION, DEPT. E.M., CHRYSLER CORPORATION 
Dayton, Ohio 


Gentlemen: Send me complete details on your 
Special Proposition for cooling dealers. 


Name 





Address —~ 


Clty State — 


PAGE 47 








Western 


NEWS FLASHES 


\p i 
nent 
( ( i é ( i 
ip a ert 
x V« 4 y 
hile ma ( er t < advantage ot 
e Pacific Gas & Electrical Company’s 
ae ra sdvert Z plan Adequate 
‘ Is featured during thi 
> * . 
re wera Ts iil 
er store irt of the May pro 
ura e Fresno Ap- 
pliance Society of Ir o, California 
r the fir Ma Manufac 
alers advert d « 
‘ 1 | Is ‘ 
t 
> > . 


The Fisher-Glassford Company 
California | 


hres ilifornia has added a brar 
which will operate under the 
AIne f the Fisher-Glasstord Appli- 
e Exchange [his store, which is 
ve in charge of Harry Thorpe, who 
is Dec i my yee ot the firm Ior 
ist ft i will specia e in 
appliar I 
il ol i 
i W la store < the cor 
4 a i 1 re dele 
pa ig bu 
> . > 


General Electric i : é wa rt 


i ‘ | 
ento { i i irDy 
S 
. ° 
Ma i er drive 
Dieg gerator rad a 

a , Spring | » al 

Bureau of Radio and Electrical 

Appliances t acit ses 
> . > 


The Southern California Edison 


Company t erating 
ratnet | ( i 
tra i 
Ma | gra é y ‘ 
the Holtz Home Furnishing sor: 
ct ( Frank Holt 
' f Hotpoint 
as 
> > 


; 


Pacific Power and Light Company, 
teri f val a, Wa | 


att t t ve devoter 
retriverat 1) " 1940 tl 
i 
44.7 rang per 1 OOO s served 
154.2 refrigerator i 26.9 water 
heaters i re ] department 
reports 15 ( or the ears | ALR 
ogey et e first two months of 
194] 
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ments with the Triangle Mills, tor 


flour free with every waffle iron it sold 


ware Company of Portland, Oregon 
recently ingtalled a complete General 
Electric kitchen in their store 


pany of Portland, Oregon have recently 
noved to new and larger quarters. This 


electric kitchen. They plan to use their | the Sellwood Appliance Company, of 





s 
3 
: 
: 
’ 
; 
r 


: 


featuring waffle irons during May, 
Northwestern Electric Company 
Portland, Oregon made arrange 





lers to offer two packages of waffle 


A Carload in 30 Days 


“Just concentrate on selling them", is the 
answer to the problem of disposing of a 
carload of washers in thirty days, says Sam 
Elliott, electrical dealer of Livermore, Cali- 


period 


the thirty day | 


. * 7 


Art Erickson of Portland, Oregon 


is a iw. showroom vccated at 33rd ‘ pts 
Broadway with attractive quarters fornia. The store overlooked no opportunities. 
he display of the major electric Full page ads in the paper, banners on the 
inces delivery truck, special window displays, post- 
. “es ers’ across the top and bottom of windows and across the front of the store, a special trade- 


in offer and every sales effort on the part of the organization put the things over. Here is 
The Broadway Electric and Hard- the truck, the store and part of the carload of washers decorating the sidewalk. 





In addition to the Monarch line, the Schoenfeld’s of Seattle recently 
** @ Jennings Furniture Company, which | staged a “mystery sale,” featuring ar 
recently has moved to its new building | electric refrigerator at $98. The maker's 
near the center of the main shopping | name was not mentioned in the ad 
district, has added the Gibson and | vertising (hence the mystery) but th 
Crosley refrigerators, Crosley radio, | box was a 6.25 cu.ft. 1941 model. 


Mark’s Household Appliance Com- 


sOre & FSVEFEING ee Geum process and Hoover sweepers, Kitchen Aid mixers 
sdding @Q tine rt furniture to the and the Proctor line of table appli- es @ 
ymplete appliance line already carried. ances. 
eee a | Frederick & Nelson of Seattle hav: 


recently moved their home appliance 
department from the basement to th 
third oor. The move was announce: 
with a four-page advertisement in the 
Sunday paper. 


The Calef Furniture Company oi 
wrtland, Oregon has added another New dealers in Portland, Oregon 


installations for cooking schools | which Jack Tomlinson is owner and 
demonstratio! lor prospects manager 





a aula . . . 


New Appliance Store for Twin Falls, Idaho The Puget Sound Power and Light 
Company has been advertising its new 

all-electric rate which offers an induce 
: ment for the ownership of an electri 
water heater. Under this schedule, th 
average home can have “an abundant 
supply of hot water twenty-four hours 
a day for an increase in the elect: 
service bill of approximately $1.66 pe 
month.” 





Prottas & Leavitt of Seattle, \WWa- 
have been selling off last year’s mode's 
of washing machines “while they las! 
at $10 below last year’s selling price 


Losing team of salesmen of the Bois 
office of the Idaho Power Company ' 
a recent lamp sales contest baked a 
served a ham dinner to the winne 
their wives and friends 


Changes in Idaho Power Company 
sales organization have been announce 
by R. E. Gale, general sales manager 
which bring R. S. Overstreet. former! 
division sales manager at Boise to t! 
position of assistant general sales m 
ager. R. A. Hogg, former supervise 
in the Boise division becomes divisio 
sales manager, while W. S. Jansse! 
residential salesman, takes his place a: 








The departmentalized electric store of the Wilson-Bates Appliance Company supervisor. F. M. Ingraham goes frot 
recently @pened its doors in Twin Falls, Idaho. Large appliances are grouped the general office in Boise to becom 
according to related interests on the floor of the display space, with small appli- division sales manager at Twin Falls 
ances on a tiered counter well toward the back of the store. Included in the \. 5. Gilbert, who formerly held _ 
staff are (left to right): Walter Fortune, salesman, Reed McBride, serviceman, pgp bag beeen —— m : 
Mildred Slack, secretary, E. E. White, owner and manager, Art Dey serviceman E ih teas oe gob lbs oye $ 
and J. W, White, credit manager. The store is provided with modern fluorescent dential and farm sales division in th 


lighting 


general office sales department. 
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| 
) ADVERTISING 
de- 
eis On goes the power to help you sell R « M fans—one of 
the biggest national magagine advertising campaigns 
a launched by a fan manufatturer in recent years. Five 
tly half pages in The Saturday Evening Post; five two- 
o's thirds pages each in Time and Business Week—fifteen 
he high-voltage ads in all, with a total of 21,000,000 im- 
pressions! All working for you now—from May 22 and 
on through ten consecutive weeks—when the weather 
me is hot and sales are hotter. 
th Direct the force of this all-out advertising drive to 
tl your cash register with displays, newspaper ads, con- 
10-INCH OSCILLATING sumer folders and other sales-maker helps furnished 
As advertised in free to you by R & M. 
The Saturday . ; 
ght Evening Post R & M is the “live-wire” line for °41. Order your stock 
a of R «& M fans for homes, offices, stores, factories from 
= your jobber now—and get ready for the most profitable 
at fan season you have ever known. If you do not know the 
t name of your nearest R & M fan distributor, wire or 
“ , phone the nearest R & M branch office. 
| (Prices and specifications sulfect to change without notice) 
Here's the spark plug of the R & M fan 
tel oe ow SA ee BRANCH OFFICES IN 
as 10-inch, esciianing Bepety, celamag a enly = CHICAGO KANSAS CITY NEW ORLEANS 
$10.95—a real R & M quality fan! And imagine 2400 W. Madison St. 2105 Grad Ave. 500 Camp St. 
how you can meet price competition with the NEW YORK PHILADELPHIA SAN FRANCISCO 
new 8-inch, non-oscillating Banner at only 200 Varick St. 401 N. Btoad St. 237 Rialto Bldg. 
ri $3.95, or the graceful, sturdy 12-inch, two- | DALLAS BRANTFORD, ONT. 
a speed Banner oscillator at $17.95. Stock plenty 1100 Cadiz St. Robbirls « Myers Co. of Canada, Ltd. 
ai of these new R & M Banner fans now and get : 
fora ™ . 
= eae ROBBINS « MYERS - Inc. 
any FAN DIVISION - SPRINGFIELD, OHIO 
ce 





SELL EVERY PROSPECT WITH THE COMPLETE RaM LINE 











DE LUXE FANS FOR 
OFFICES AND HOMES 








AIR CIRCULATORS 
FOR LARGE OFFICES 


PORTABLE HOME COOLERS 
FOR HOMES AND APARTMENTS 








Ra M EXHAUST FANS 
FOR SHOPS, RESTAURANTS 
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luxe self-calculating Timer 


for automatic control of oven 

“ A S or cooker or appliance out- 
let. With electric lamp, con- 
diment set, pilot light, and 
time reminder. 


Give these famous Florence “4-to-1” accessories 
. they 
will show you right away that they’re a mighty 
powerful help in selling more electric ranges! 





a chance to go to work in your store . . 





When they’re on the job, you can give every pa 
customer exactly what she wants in features 
and in price—because you can sell any one of 


21A—Automatic Time 

Control for oven. Signal in- 

dicates "On" and “Off.” Elec- 
' : fe . tric top lamp, condiments. 

these accessories for any Florence Electric 

Range. Every model is really four different 

ranges . 





that saves space for you, cuts your 
inventory down, and pays you a better profit! 

Florence gives your customers ev ery modern 
feature for better electric cooking: TK 5-heat 
surface units; Tuf-Flex glass sight windows, 





thrifty deep well cookers, extra large ovens. * ager 

EA 31A—This trim accessory 
includes manual 1-hour time 
reminder, electric top lamp, 
and condiments. 


Write today for the full story of these great 
ranges and these four profit-making accessories! 


FLORENCE STOVE COMPANY—General Offices 
and Plant: Gardner, Mass.; Western Offices and 
Plant; Kankakee, Ill.; Sales Offices: 1458 Merchan- 
dise Mart, Chicago; 45 E. 17th St., New York; 
53 Alabama St., S. W., Atlanta; 301 N. Market St, 
Dallas; and 2730 - 16th St., San Francisco. 


DVERTISING 


Now you can use the liberal 
Florence 50/50 Co-operative Ad- 
vertising Plan for Florence Elec- 
tric Ranges. 








EA 41A—lInexpensive acces- 
sory consisting of electric top 
lamp only. 


E113C—a de luxe Florence 
Electric Range in full white 
porcelain finish; new glass- 
topped deep well cooker! 











FLORENCE Zczoce RANGES 


MASTER MODELS WITH INTERCHANGEABLE FEATURES 
THAT PUSH SALES UP AND HOLD INVENTORY DOWN 
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Milton C. Sanders has been ap- 
pointed assistant to the president of 
the Central Arizona Light and Power 
Company and will have charge of pub- 
licity, in addition to general super- 
visory work. <A. F. Moriarty, as- 
sistant general manager has been ap- 
pointed vice president in charge of 
sales and will take over direction of all 
sales and new business, with J. T. 
Deppe as residential sales manager. 


* * & 


New manager of the Peffer Com- 
pany home appliance department store 
of Stockton, Calif. is Vern A. Brown, 
formerly merchandise manager of the 
Butte office of the Graybar Electric 
Company 


* *¢ & 


D. H. Capelli now is merchandise 
manager for the Graybar Electric at 
both Butte and Salt Lake. O ] 
Balser, formerly salesman at 
becomes salesmanager at Fresno, Cali 
fornia. H. S. Siesbutter, formerly at 
Fresno, has been transferred to the 
San Francisco office. 


Boise, 


* ¢ 6 


Electric wiring work turned over to 
members of the Electrical Association 
at Vancouver B. C. by the B. C. Elec- 
tric Company in connection with ap- 
pliance sales made by dealers has 
amounted to $18,839 during the twelve 
months ending March 31, 1941. The 
\ssociation is responsible for the as- 
signment of the work, applying the 
principles of rotation and of geo- 
graphic distribution by districts. Dur- 
ing the month of March a total of 
$1,849.35 worth of work was assigned 
in this way 


* ¢ 8 


Chat tenants of low cost housing 
units are not necessarily low-use cus 
tomers was shown by a survey made 
by the Southern California Edison 
Company of 100 homes of the 44- 
room, single dwelling type with no 
garage, designed to sell at $2,200, in- 
cluding lot. The 100 homes contained 
51 electric refrigerators, 2 ranges, 70 
washers, 97 radios, 1 ironer and two 
mixers, in addition to lamps and small 
appliances. The average monthly bill 
was $2.50 

* * * 


The complete spectrum was dis- 
cussed in the program of the regional 
conference recently held in San Fran- 
cisco by the Pacific division of the 
Illuminating Engineering Society, 
April 25-26 Fluorescent lighting, 
ultra violet and infra-red all came in 
for special attention The meeting 
was preceded by an “Infra-red Insti- 
tute” and school held at the Pacific 
Gas and Electric Company auditorium. 
Among home uses for infra-red lamps 
were suggested the killing of insects 
on plants and pets, various quick dry 





ing applications, such as finger nai! 
polish or home paint jobs and ever 
winter warmth over a bed in a wel 
ventilated bedroom. 


* * 


More than 900 Seattle homes in 
stalled electric water heating during 
the month of April, according to P. (¢ 
Spowart, sales manager for the City 
Light department. This is an all 
time record. Electric ranges reachec 
a high of 500 sold to customers ot 
the City Light department during th 
last week of April alone. While 
rush to get in before the new sales 
tax increase goes into effect undoubt 
edly played its part in establishing the 
record, the main factor in the public 
acceptance has been the consistent 
advertising of the department's ad 
vantageous all-electric home rate. 


aa * * 


Whe H M Crawford trophy 
awarded annually to the division sale- 
manager of the Pacific Gas and Elec- 
tric Company who has the year’s bes! 
record of accomplishment in securing 
cooperation of localized industry 
groups for business development was 
won for 1940 by L. J. Brundige, sales 
manager at Sacramento, California 
This is the second year that Mr 
Brundige has won the silver mounted 
electric clock 

* * * 

New president of the Electric Ap- 
pliance Society of Northern Cali- 
fornia is Harry A. Saxe, Jr. of the 
Sterling Furniture Company. Richard 
W. Hurff is managing director of the 
society. Other officers include: Ly 
man W. King, Jackson Furniture 
Company, vice president, R. E. Fisher 
Pacific Gas & Electric Company, sec 
retary, S. W. Newman, Chas. Brown 
& Sons, treasurer, and O. E. Rush 
Pacific Gas & Electric Co., promo 
tional director 


* * * 


May advertising of the Pacific Gas 
and Electric Company was largely de 
voted to air conditioning equipment 
One advertisement told a general air 
conditioning story, while another, run 
only in the dry central vallev area of 
California, was devoted to the ad 
vantages of evaporative coolers. This 
started a two-month industry wide 
promotion of this equipment, whicl 
will be furthered by billboard adver 
tising, bill stickers, dealer display ma 
terial and a direct-by-mail program 
The slogan for this event is to be “Be 


Cool This Summer with an Electric 
Evaporative Cooler.” 
$a @ 
The Rocky Mountain Electrical 


League recently received the award of 
“Supreme Honor” from the American 
Pradk Association Executives for 





SOMETIMES | WISH YOU'D REMEMBER TO GRAB A BITE BEFORE YOU GET TO WORK!" 


JUNE, 
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Wesco Brass Hats 


12 BILLION IMPRESSIONS 
HAVE MADE AMERICA 














Westinghouse Electric Supply Company 
had a sales promotion managers meet- 
ing recently—the first event of its kind 
held by the company. Here are J. H. 
Jewel, manager; A. W. Sullivan, sales 
promotion manager and Walter William- 
son, vice president, all of Wesco. 


“outstanding achievement and distin 
d guished service rendered to the in 
é dustry it represents, to commercial 
and industrial development, and to the 
‘ public during 1940.” Gaylord B. Buck, 
r president of the League, accepted it on 
behalf of his organization at a joint 
meeting with the Denver branch of the 
League 


The problem of getting range own 
IS ers to notify the power company in 
advance of moving so that proper 
follow up can be made to insure that 
the new premises are properly wired 
has been solved by the Southern Cali- 
fornia Edison Company by the use of 








I post cards sent out monthly with the 
1s little customer bulletin. These carry 
le a recipe and a reminder that it is im- 


portant to inform the utility in ad- 
vance of any contemplated change of 
4 residence. The series started in No 
n vember 


Sa Tre familiar ARMCO triangle is the 
ONLY iron and steel trademark that has 
been advertised nationally for 27 years. 


and other porcelain enameled products 
into American homes. 

Put the ARMCO label to work in 
your store. When ordering appliances 
made of ARMCO Ingot Iron, ask the 
manufacturer to attach the ARMCO 


The Shirar-Young Refrigeration 
Corp. of Sacramento, California, for 
merly a distributor of commercial re 


> It has been printed 11/2 billion times 


trigeration equipment, has now : s 
branched out into retail selling, with a in such popular magazines as The Sat- 


line of refrigerators, ranges, washers, 


ironers and other major appliances 


/ 
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urday Evening Post, Collier’s, Time, 
Good Housekeeping, American Home 
and others — printed on the minds of 
millions of people as the mark of a 
quality metal. 

This tremendous backlog of national 
prestige has helped move millions of 
ranges, refrigerators, washing machines 

















1941 





label; so you may have the benefit 
of this long-established selling point. 
The American Rolling Mill Company, 
1491 Curtis Street, 

Middletown, Ohio. 
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You Get More 


Sell This 
ackage Kitchen 


Are you finding it increasingly difficult to successfully 
merchandise major home appliances? MORTON shows 
you how to MAKE MORE MONEY WITH LESS SELLING 
EFFORT! Everyone is a prospect for a modern kitchen. 
For even the smallest kitchen with only SIX FEET. you 
can sell a MORTON PACKAGE ENSEMBLE—they come 
in standard units for 6, 7, 8, 9 and 10-ft. wall areas. 
Note the Prefabricated Linoleum Continuous Sink-Top 
(see above photograph). Trimmed in stainless steel. its 
water-tight binding unites the top with the sink. MORTON 
PACKAGE KITCHENS offer you an easy way to get 
YOUR SHARE of modernization sales. 


IT’S A COMPLETE LINE 


You don’t lose sales when you handle the MORTON 
line! It's COMPLETE—includes all types of kitchens— 
porcelain enamel cabinet-sinks, continuous sink-tops, 
and deluxe models. Short lines, with missing numbers, 
cause lost sales and dissatisfied customers. You have 
more to offer with MORTON—you'll make more money. 


COMPETITIVELY PRICED 


MORTON has been fabricating steel products since 1901. 
Its BUILDING DIVISION was formed in 1926. Huge fabri- 
cating facilities, producing standard units on a mass pro- 
duction basis, provide you with deluxe quality at com- 
petitive prices. The large line of MORTON Steel Kitchen 
Cabinets and Accessories offer great flexibility of 
arrangement for any type or size of floor plan. Get all 
the details—we'll mail you the whole story. 


Now — Send for Bulletin EM-416 


MORTON MANUFACTURING CO. 


5105-43 W. Lake St. 


With a Morton 








Chicago, Ill. 


PAGE 52 





Cincinnati Electric Association Entertains 





Photo by Fred Toy, Cincinnati Gas & Electric Co. 
Fire some birdshot into the photograph taken by Fred Toy of the Cincinnati 
Gas & Electric Company, May 3, and you would pepper the hide of about every 
active electrical dealer in Cincinnati. The occasion was the third annual night 
club party staged by the Association for its members and their wives. It was 
held May 3 at Fort Mitchell, Kentucky, just across the river. Three hundred and 
fifty persons wassailed. 


The Silver Bow F.H.A. homes re- 
cently built as a housing project in 
Butte, Montana have been equipped 
with General Electric refrigerators. 
Che photograph taken of the 226 units 
was used by the Radio Engineering 
and Service Company of Butte in re- 
cent advertising. The adapter fixtures 
installed in the homes became the sub- 
ject of a general article in the same 
paper on the correct principles of 
home lighting. 


Montana dealers and power company 
salesmen during the first three months 
of the year sold 461 electric ranges, 
1,461 refrigerators and 40 electric water 


heaters, the dealers accounting for 
most of the sales. 
s - 7 


“Complete your kitchen with nick- 
els” advertises the Silver State Appli- 
ance Company of Reno, Nevada, sug- 
gesting a savings bank attached to the 
appliance, three nickels a day being 
sufficient to purchase an electric range 
or refrigerator. No down payment is 
required. This firm handles Kelvinator 
apphance s 


Che supply of aluminum ware 
which are offered as a trade-in allow 
ance in the early summer range cam- 
paign sponsored by Utah Power and 
Light Company cooperating dealers 
was still holding out at the end of 
April, but a notice is run at the foot 
of all advertisements warning prospec- 
tive customers that the offer is subject 
to withdrawal should the local supply 
of aluminum become exhausted 


sets 


Reed R. Smith, former manager of 
the appliance department of the C. C. 
Anderson Company and now manager 
of the newly organized Wright Electric 
Company, is the new chairman of the 
Ogden Electrical League, succeeding 
Vern C. Brown of the Brown Radio 
Studios. 


Edward P. Herscovitz of the Reliable 
Furniture Company of Ogden Utah 
was one of eleven dealers in the United 
States to win the Westinghouse inner 
circle award. His record sale of re- 
frigerators is the more remarkable in 
that the enlarged appliance department 
which he heads has been in existence 
for only a little more than a year. 


“A Mixer for Mother” was the sub- 
ject of the May campaign for dealers 


JUNE, 








sponsored by the Utah Power and 
Light Company. All electric appliance: 
demonstrations conducted by the utility 
during the month featured mixers, 
while newspaper advertising kept this 
appliance before the public. 


* . . 


An L.E.S. lamp sales contest open to 
all dealers, with the prize award of a 
free trip to the Rocky Mountain Elec- 
trical League convention to be held in 
Estes Park, Colorado during Septem 
ber, or a $50 gold wrist watch, is now 
on. There are second and third prizes 
of $25 and $15 respectively. The con 
test, sponsored by the lighting con 
mittee of the League, under the chair 
manship of E. M. Rowland, started 
January 1 and runs to September | 

. * > 

Add duties of a serviceman: Recently 
when Karl Brown of the Public Serv- 
ice Company of Colorado’s Denver 
service staff was in the home of 
minister on a service call he was re 
quested to act as witness to a wedding 
He gave satisfaction on all counts. 


March 13 was the date of a Lighting 
Institute held under the sponsorship 
of the Rocky Mountain Electrical 
League in the Shirley-Savoy Hotel of 
Denver. Meetings continued through 
the day and evening, bringing out all 
phases of new light sources and their 
applications. 


The James B. Black trophy for the 
division- achieving the outstanding 
sales record for 1940 was won this 
year by the Humboldt division of th« 
Pacific Gas and Electric Company, 
which narrowly defeated the Shasta 
and San Joaquin Power divisions for 
the honor. Past winners have bee: 
the Shasta division, the San Jose di 
vision and the North Bay division. 


e 8 © 
. 


The spring refrigerator 
sponsored by the Home Applianc 
Council of the Electrical Service 
League of British Columbia w: 
started off with a joint breakfast 
wholesalers and retailers held at tl 
Hotel Georgia, Vancouver, B. C. 

A. Lowden, manager of the mer 
chandising department of the Canadia 
Westinghouse Company was the gue 
speaker. W. Husband, chairman 
the refrigeration committee of t! 
Council and James Lightbody, publi 
ity chairman, presented details of tl 
plan. 


caimpaig! 
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\ combination of a coffee dispenser 
ind G.E. electric coffee maker was 
otfered by the Mead Hardware Com- 
pany of Albuquerque, New Mexico as 
a May special. 


In the recent lighting contest staged 
by the home service girls of the North- 
western Electric Company of Portland, 
Oregon, credit was given for the num- 
ber of calls made, the number of 
lighting survey calls, the number of 
prospects, the installed wattage and 
the lighting recommendations made. 
The girls had to keep up on all counts 
to compete and according to Miss El- 
rod, in charge of this department, it 
took better than standard work to meet 
the quota. It was remarkable that 


lronrite Cake 





Frank Smith, and who 
wouldn't be smiling — Tennessean, the 
lronrite lroner Company's southeastern 
division manager, is receiving a check 
from W. R. Dabney, sales manager, for 
leading all lronrite division managers in 
sales increases in 1940. "This is just a 
start," says Smith. The cake is to cele- 
brate lronrite's 21st birthday anniver- 
sary. 


right—smiling, 


every one of the organization made a 
100 per cent record and the winner 
topped with 350 per cent. 


“Grand Opening” was announced of 
the new and finer Bertoglio-McTag- 
gert Appliance Store of Butte. Mon- 
tana, now located at Main and Granite 
Sts. Roses were presented to ladies 
attending the first day. 


Looking forward to a big season in 
evaporative coolers, dealers of the 
Southern California Edison Company’s 
territory are being brought together in 
a series of meetings sponsored by the 
state board of education under the 
George Dean Act in cooperation with 
manufacturers and the power com- 
pany. A series of four meetings in 
each community are scheduled for 
April and May in San _ Bernardino, 
Pomona, Santa Ana and Pasadena, 
each drawing attendance from a wide 
area. They are designed to acquaint 
dealers with the latest developments 
in evaporative coolers and to prepare 
them to take advantage of the op- 
portunities of the summer season. The 


first night’s program will consist of 
an introductory talk by H. C. Rice, 
manager of domestic sales of the 


Southern California Edison Company, 
followed by a talk on cooling and 
comfort by H. H. Douglas, air con- 
ditioning engineer. Installation of 
coolers will be discussed at the second 
meeting and selling points at the third, 
while the fourth evening will be de 
voted to a discussion and open forum, 
where all will have a chance to ask 
questions, all manufacturers and job- 
bers being represented on this 
sion. 


occa 


Northern California reports a 24 
per cent increase in home building for 
the first quarter of 1941, as compared 
with the similar period of 1940. Cali- 
fornia employment was up 35 per cent 
and payroll up 55 per cent. Value of 
building permits for the eleven western 
states was up 44 per cent over 1940. 

A protessor at the University of 
Idaho has worked out a system oper- 
ated by the photo-electric eye by which 
every cow entering the barn to be 
milked is mechanically sprayed against 


flies by a system which eliminates 
hand spraying and at the same time 
effects a material saving in spray. 


x * * 


H. A. Lemmon, the “Uncle Hal” of 
the Sierra Pacific Power Company, 
and originator of the “Reno Plan” of 
through-the-dealer merchandising, has 
recently been elected president of the 
company, which he has been serving 


in the capacity of vice president and | 


general manager F, be- 


comes manager. 


Tracy 


They Turn Out in Indianapolis, Too! 





When the Indianapolis Home Show goes on in that city, it is usually famous for 
attracting great crowds of prospects for electrical appliances as well as other 
home equipment. This year was no exception, says Walter Zervas, managing 
director of the Electric League. Above is the League's lunch during the Show. 
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THE FAST-SELLING 
EUREKA JUNIOR 


Regular sTag5 


Price 
RETAN UMLNE sSogo 
BOTH ¢;, $39.95 


and Old Cleaner 


THE SENSATIONAL 
EUREKA STANDARD 


Regular $3895 


rice 

































nity 
al mod- 
ilar standard 
kas, with their sensa- 
tional 1941 features, color and quality all 
wrapped up in a $39.95 Junior-+ Floor 
model combination for the first time! 


and UP 


3 step-ups that work 
... your full mark-up 
...and traffic pro- 
ducing sales helps. 


and UP | 





Delfxe Attachments 


DPTIONAL 
e who prefer them... 


popular deluxe set of 
nts with the airplane 






For t 
Eure 
attac 





type @er-nite case can be had 
in plafe|of the Junior. A com- ¢ 
pleteMet of attachments for EUREKA é 
every Meaning purpose. Regular STEP-[jP ERS MAKE 60 ° 
Price, 15.75. c OF THEIR SALES IN 
i ; : THE BIG-PROFIT STEP- 
" UP BRACKETS! 


Step-Up No. 1—The Searchlight-equipped 
Standard” plus the “Junior” or Deluxe 
Attachments... retail value $55.70. BOTH 

FOR $44.95 and old cleaner. 

Step-Up No. 2—The “Master” plus the 

“Junior” orthe Deluxe Attachments...retail 

value $65.70. BOTH FOR $49.95 and old 

cleaner. 

Step-Up No. 3—The Deluxe ““Red Beauty” 
lus the “Junior” with attachments or the 
Jeluxe Attachments with Floor-Polishing 

Brush...retail value $93.20. BOTH FOR 

ONLY $69.95 and old cleaner. 


\\ 





SIGN AND MAIL THIS COUPON 
TODAY FOR COMPLETE DETAILS 
..» NO OBLIGATIONS! 


Eureka Vacuum Cleaner Co. 
6060 Hamilton Ave., Detroit, Mich. 














Name — 
Addres s I 
| 
Firm Name / 
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From 


evidence 


all over the country 


such as this, confirms 
the ready salability and substan- 
tial profit of the A-C line. The 
eye-appeal of streamlined beauty 
... the pocketbook-appeal of top 
quality at moderate prices — 


these make A-C kitchen sinks and 


cabinets easy to sell! 


Kitchen modernization is 
booming . . . providing a new 
market of tremendous year- 


round profit possibilities. Pick 








the right merchandise to sell. 
Get complete details on the 
AL. Profit Plan . . . write, 


wire, or phone—now! 


AUBURN CENTRAL MANUFACTURING CORP. 


CONNERSVILLE, INDIANA 
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NEW LITERATURE AND SALES 
HELP FROM THE MANUFACTURERS 


GUIBERSON OIL HEATER CO. 


A new broadside describing the Gui- 
berson line of oil space heaters has been 
issued by the Guiberson Oil Heater Co., 
1000 Forrest Ave., Dallas, Tex. 


P. A. GEIER CO. 


A new retail sales manual has been 
issued by the P. A. Geier Co., Cleve- 
land, O., to aid in the promotion and sale 
of Royal vacuum cleaners. All the com- 
pany’s cleaners are described and _ illus- 
trated in color and advertising and mer- 
chandising helps are fully indicated. In 
addition, the sales manual goes into de- 
tail on good Royal cleaner selling tech- 
nique for the benefit of the retail sales- 
man 


K-M Flat Work lroner Display 


@ TLAl WORBIBONES | 





To speed the ironing of tablecloths, 
sheets, and other flatwork Knapp-Mon- 
arch offers the K-M Flat Work lroner. 
This round-shaped electric iron has been 
given twice the ordinary ironing width, 
without any increase in over-all size or 
weight, by Dave Chapman, K-M indus- 
trial designer. The attention-getting 
counter display, in black, red and white, 
is 10 inches wide by 12 inches high, 
with an outward extension which holds an 
actual lroner and explains its advantages. 
The display is included free 
shipping carton. 


in each 


DEEPFREEZE 
New literature available from _ the 
Motor Products Corp., 2301 Davis St., 
North Chicago, Ill, makers of Deep- 


freeze frosted food storage units, con- 
sists of colored broadsides describing the 
unit and the uses to which it may be 
put; a booklet “Cold Facts About Deep- 
freeze” which goes into detail about the 
design, construction and use of the Deep- 
freeze unit and two mailing pieces in 
color designed to interest prospects in 
the product. This new literature is all 
handsomely designed and tells a com- 
pelling story about the new device. 


SAMPSEL TIME CONTROL, INC. 


A new catalog of Controls for heating 
and conditioning equipment—complete 
with wiring diagrams and prices—has 
just been issued by Sampsel Time Con- 
trol, Inc. of Spring Valley, Illinois, for 
distribution to heating and air condition- 
ing equipment manufacturers, distribu- 
tors and dealers. 

The new catalog is designed to enable 
the purchaser to locate quickly and easily 
complete price, engineering and installa- 
tion specifications on the type of control 
needed. This catalog is sent without 
charge on request. 


JUNE, 
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GENERAL ELECTRIC MOTORS 

Publication GEA-3580, recently issue: 
by the General Electric Company, give: 
many interesting highlights on the de 


sign, construction, and application o 
the General Electric line of Tri-Cla 
motors. 

Well illustrated, concise and graphi 


in style, the booklet literally takes the 
motor apart to show how extra protec 
tion has been built into the Tri-Cla: 
line of motors. Particular attention is 
called to the motor’s one-piece, cast-iror 
frame and end shield for protection 
against physical damage; the stator wind 
ings of tough Formex wire for protec 
tion against electrical breakdown; and 
the new design of bearings for protec 
tion against operating wear and tear. 


G-E AIR CONDITIONING 


A new packaged sales presentatio: 
book for the “packaged” cooling line has 
been recently issued by the General Ele: 
tric air conditioning and commercial re 
frigeration department, Bloomfield, N. J 
for its dealers and distributor salesmen. 

The 80-page book, printed in thre 
colors and bound in a red zipper case 
has many unusual features. “It is th 
only presentation we know of that does 
these three things,” states Glenn Gundell, 
advertising and sales promotion manage 
“First, it forces the prospect to select 
the proper unit to meet his needs. Se 


ond, it demands that the salesman ask 
for the order. Third, it has a survey 
form, which when signed becomes the 


sales contract.” 

The new presentation book is the r 
sult of years of field work with salesme: 
sales supervisors, sales managers, dis 
tributors and dealers in an endeavor to 
develop a better sales technique. In it 
are integrated the methods and presenta 
tions of the organization’s most success 
ful salesmen. The book is not a com 
plete presentation in itself, but rather ar 
outline. With it, however, is a “How 
To Use” book for the salesman, whic! 
suggests a complete story and the tech 
nique of using the book. 


CUTLER-HAMMER, INC. 


“Good-bye to Fuses” is a booklet re 
cently published by Cutler-Hammer, In 
to acquaint home builders and remodel 
ers with Multi-Breakers, the recent de 
velopment in home electrical protection 

Brief, non-technical stories such as the 
Lesson of the Electric Toaster, The 
Frayed Lamp Cord, and the Case of the 
Additional Waffle Iron, unfold the miracle 
of electric service to the layman and ex 
plain what network of 


goes on in the 


TOP-QUALITY 


INA 


39.95 


JUNIOR + FLOOR MODEL 
COMBINATION 
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Magic-Aire Window SILEX ’ 
Display The new Silex catalog illustrates, de- W ~ AT TH r Y R . SAY | N G A B 0 U T 
scribes, and gives prices effective Apri 
15th of the new and shorter line of Silex 










glass coffee makers. The illustrations . 
are sharp and clean, the descriptions are ‘ 
accurate, complete. The catalog is at- 





tractively printed in two colors—blue and 
black. ‘ 


Dealers will find the catalog straight 
forward, easy to use. Its presentation 
is in line with the new improved Silex 
policy of making it as simple as possible 


< - pm me, ash - ~ : 
for dealers to handle the Silex line. The 
new short line includes only fast-moving 


coffee makers—both wide neck and nar- tA t) B Dy) Li EVERYTH N l 
row neck, and two coffee services. This 4 


shorter line greatly reduces the variety 


ij 
} 
f 


of stock numbers necessary for dealers to ccesstul 
arry ~aler iN] » that a free ¢ one su . 
carry. Dealers will note that a free Read wha another: 
supply of strainer cloths is included with - pributor wired to 

all units, as well as a Dippex coffee distr! 





measure. Wherever other equipment is 
supplied, such as moldex table mats, 
lower bowl covers, etc., these are clearly 


This 3-color display has recently been ‘Hustrated 


provided for the use of Magic-Aire 
dealers and distributors. It's sturdy 
enough to support the weight of the 
Magic-Aire Attachment “Hangar” and WESTINGHOUSE 
is attractive enough to compel favorable 
attention either in a window or on the 
display floor. 


\ 64-page 1941 revision of the popular 
“Quick Selector” Catalog is announced 
by Westinghouse Electric and Manufac 


turing Company Issued twice a year, 
this catalog has found wide use because 
it simplifies the selection of electrical 


1 


electrical wiring that lines the walls of 
is home 
A Free copy of “Good bye to 


equipment for any motor, lighting or 
feeder circuit. 
: ” Subjects covered are safety switches, 
Fuses” | nofuze breakers, multi-breakers, panel 
will be sent upon request. Write to ee — agp Mi-OTCERCTs, pant 
Cutler-Hammer, Inc., 231 N. 12th St., oards, motor controls and motors. Re- 
Miticcnmtens Wiacunain visions include equipment additions, price 
langes, and up-to-date application data 
Information has been rearranged and 
HOTSTREAM HEATER CO. made more complete on some items. 
: \ copy of the April 1941 “Quick 
A new illustrated price catalog has Selector” Catalog 30-000 may be ob- 
been issued by the Hotstream Heater Co., tained from department 7-N-20, Westing 
8007 Grand Ave., Cleveland, O. While house Electric and Manufacturing Com 
hiefly devoted to gas water and space pany, East Pittsburgh, Pennsylvania. 
veaters, there is a full description of the — . 
models of electric water heaters manu 
factured by the company, together with 


prices 


WESTINGHOUSE AIR CONDITIONING 





IRONRITE IRONER CO. For use in the office and the home, a 
plug-in air conditioner is described in a 
A new, 24-page “Blue Book”, the first new folder announced by Westinghouse They’ve got 
ssue of which was described as “The Electric and Manufacturing Company. ’ 
most complete ironer sales book in the Models with cooling effects between 4000 the style, the 
ndustry’” by many dealers, has been is- and 9000 btu are described. Air capaci- . . 
sued by the Ironrite Co., Detroit, Mich. ties, circulation speeds, and condensing oil-savin Gg, 
according to an announcement by G. W., unit sizes are listed along ‘vith physical 66 wid 
Carah, advertising manager. The book dimensions and weights. sia the meP-eP 
tet describes and illustrates in color and —— of che ] ne ng a be - | models—and 
photographs the exclusive teatures of the | secured from Merchandising Division, ‘ 
| Ironrite Ironer. There is a price of ten | Westinghouse Electric and Manufactur EXCLUSIVE fan- 
‘ ents per booklet ing Company, Mansfield, Ohio. forced FLOOR 


. 5 LEVEL HEAT! 
Eureka Floor Display 





You'll make Space Heaters 
a Major Profit Line when 


you show and sell Evanoils! 





Anticipating the heavy demand for essential materials, we 
have placed ourselves in a position to manufacture and 
deliver Evanoil heaters in the volume originally scheduled. 


NOW IS THE TIME 
EVANS PRODUCTS CO. (Evanair Division) | 
to get all the facts. 15310 Fullerton, Detroit, Mich. | 
Find out why dis- Tell me how my Space Heater problems of 
turnover, of inventory, of discounts and sea- | 
son's earnings are answered better by Evanoil 
ers are say in g: and Evanoil merchandising methods. | 


tributors and deal- 





"'Evanoils Have Our business is: [_] dealer [_] distributor | 
” Firm Name 
Evidence of the growing importance of vacuum cleaners in household appliance EVERYTHING!" | 
sales is found in the increased use of floor displays in appliance departments. Send this coupon a - 
Here is a combination selling and demonstration display being made available i , Address — | 
| to major stores by Eureka. It has an automatic ad-slide machine to attract cus- right away! City State P 
tomers and assist the salesman with his demonstration. | 


7 
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“AIR EXPRESS 
..o IT’S LIKE 
HAVING YOUR 

OWN AIRPORT!... 


.. says L. E. Moffatt, Editor of Electrical Merchandising 


Right vou are! Air Express Service is not only super-swift for anv 


shipment you have to receive or send...it’s also super-convenient! Our 
special pick-up and special delivery service...all at no extra charge 
within our regular vehicle limits in all cities and principal towns... 
is a plus-feature that seems to bring the airport right to your desk or 
place of business! 


Phis combination of speed and convenience, backed up by utmost re- 
liability, is why so many key men in the electrical industry. ..dealers. 
specialty appliance distributors, executives... have made Air Express 
a shipping habit”, to and from foreign as well as U.S. points .. 


America, Alaska, Hawaii. Australasia and the Far Fast. 


. Latin 


Air-rail con- 
nections quickly reach off-airline points all over the nation. Just phone 
Raimway Express. Ain Exeress Drvision. 


Fastest Way’ Means 
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This is the Easy display used in connection with the |5th Jubilee Celebration in 
which higher-priced washers doubled in sales during the month. 


Like the floor models, the Eureka 
Easy Doubles Top Jenler band cleaner ren the de luxe 
Price Washer Sales 


attachments are new 1941, first-line mer- 
chandise. The hand cleaner features 

SYRACUSE, N. Y.—Bookings of top Eureka-built, universal 1/10 horsepows 

priced Easy washers this month are al motor; self-lubricating bearings; a rub- 


readv more than double the total for the ber-edged swivel nozzle; a 20-ft. rubber 
same period last month as a result of covered, non-kinking cord and a weight 
the company’s new Spindrier 15th Ju 
bilee Celebratior it was revealed recently 


by W. Homer Reeve, acting sales mar 
ager of the Easy Washing Machine Cor 
poration, oSyracuse New York Phe 


romotion, announced i tull-page ad 


in the “Saturday Evening Post” on June 
6th, 1 built around a special Jubilee 
model Spindrier retailing at $129.95, 
with t price slightly higher in some 
area 

lhe campaign was planned, Mr. Reeve 


said, to give impetus to the current trend 


toward better quality merchandise and 


focus greater attention on the entire top 
quarter of the Easy line. Not only has 
¢ Jubilee Special model sold excep 


ionally well so far, but it has also helped 


to increase bookings on other Easy Spin 
irier models. Orders for the DeLuxe Fas) 
Spindrier, he revealed ive gained 21) 
ver the same period last mont 





Eureka in Combination 


Cleaner Offer for June 


Eureka combination offer models. 


of 4 pounds. Its attachments in 


DETROIT—Announcement of a spt the Eureka Sanitor demothing aid, 
| June promotion, which includ om extension tube and a radiator tutte 
nation deals of a Junio ind clean The de luxe set of attachments off 
1 set of de luxe attachments wit by Eureka in the combination deal 
any yf the regular Eureka flo models tio rnc ism urplane-lugg 
" yu yy the Eurel Va ittaclime h Phe leaning tools in- 
Cleane Lompany lude a round and a ne prus 
his promotion, it is said, is unique minum nozzle, a radiator tutte 
at it provides dealers wit specials reka Sanitor lemothing uid, a pa 
quality, first-line merchandise. All spraver and = insecticide, tw exten 
p iffered, fac tory officials say, tubes and an 8&-ft. hose 


are new 1941 Eureka cleaners and do 


ide any prior-year or out-of-date 


i 
Tl 
e special combinations, as reported 
€ company, are: 
$39.95—For $39.95 and his old cleanet 


buyer gets the standard Eureka 
floor model cleaner which retails at 
$34.95, plus Junior hand cleaner or 
i set of de luxe attachments. The 
J model and the attachments are TOP-QUALITY 
regularly priced at $15.75 each. 
$49.95—For this price and the customer's INA 
old cleaner Eureka offers its Master 
leaner—regularly priced at $49.95 


th a choice of the attachments or the | 


Junior model which regularly sell for | 


1\ 39.95 


JUNIOR + FLOOR MODEL 
COMBINATION 


5—For this price and his old cleaner 
he buyer gets Eureka’s top model 
the De Luxe Red Beauty—plus the 
set of attachments and a special floor- 
lishing brush, or the Junior hand 
leaner and Junior attachments. The 
floor polishing brush sells regularly 
for $7.50 while the Junior hand cleaner 


) 
priced at $15.75 and attach- 


we 
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Broilking Stresses 
Cool Kitchens 


NEW YORK—Monte Closter, general 
ales manager of International Appli- 
ince Corporation, Brooklyn, has an- 
;ounced summer promotion plans for the 
ompany’s Broilking electric table broil- 
rs. Broilking sales will be pushed dur- 
ng June, July and August by stressing 
‘cool kitchens” as the theme of advertis- 
ng and displays. 


SMOKELESS - ODORLESS 


FROILKING 


Counter and window display for Broil- 
king's “cool kitchen" campaign. 


The “cool kitchen” theme has been 
lramatized in a special counter and 
window display, picturing an eskimo 
scene in three shades of blue, suggesting 


the coolness of Broilking broiling. Ad 


vertisements prepared and matted for 


lealer use also feature the “cool kitchen” 


theme, and wholesalers and —— $s in 


ill parts of the country will promot: 


Broilking sales through this om So 


far as is known, this is the first time a 


cool kitchen” promotion has been used 
m a national scale in the small appliance 
held 





Cory Ties in on 
Iced-Tea Promotion 





lt is estimated that over 5,000,000 
glass coffee makers are in use. With the 
addition of Cory Glass Filter Rods all 
this equipment is available for brewing 
tea of perfectly controlled strength and 
flavor. These qualities are essential in 
making the concentrated beverage 
needed for iced tea. Brewing tea using 
a Cory Filter Rod is easy; the Cory Rod 
and measured tea are put in the upper 
bowl. This is placed upon the lower bowl 
as water comes to a boil. The brew is 
allowed to “gurgle' one minute or more 
according to preference, before heat is 
turned off. The swirling tea leaves open 
up to yield all of their distinctive flavor. 
Clear, delicious tea of the desired 
strength is quickly ready for pouring 
over the ice. Cory Glass Filter Rods 
are sold nation wide at 50 cents retail. 












It All Depends on the Motor 


“,... AND IS THE MOTOR 
7 AS MODERN AS THE 
OTHER FEATURES?” 


"YOU'RE WISE TO CHECK ON THAT, 
FOR IN A WASHER EVERYTHING 
DEPENDS ON THE MOTOR. YES, THIS 
WASHER HAS A REALLY MODERN 
MOTOR~-A SUNLIGHT MOTOR. 





“Here are some of the features that make the Sunlight motor as modern 
as today—or even tomorrow. 


“You probably have had the unpleasant experience of trying to oil the 
motor on a washer. Well, you’ll never need to oil this motor. It oils itself for 
the life of the machine. The Sunlight motor automatically takes care of 


overloads, and protects itself from damage resulting from stalling, by pro- 
or) 


viding three times its full rated power whenever 
needed. Its copper and steel rotor is welded together, 
rather than soldered, as in many other motors. 
That safeguards against possible short circuits from 
; melted solder. It is protected against trouble from 
moisture by doubly-insulated windings which are 
impregnated with waterproof compound. 













“You can be sure that the Sunlight motor is a 
modern motor, because it is the product of 24 vears 
of continuous development and is backed by the 
facilities of General Motors.” 


Sunlight Electrical Division, General Motors 
Corporation, Warren, Ohio. \\ we 
DEPENDABLE WASHING MACHINE= 

MOTORS FOR TWENTY-FOUR YEARS ”, ero 


SUNLIGHT MOTOR 
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lmagine—a 4-weeks’ Cruise! 
Extra Anpliance Sales 
Helped Mahe It Possible 


ARRY JORDAN came out on top in the annual appliance 
sales drive—and that meant extra commissions and a cash 
prize. So he and Mrs. Jordan could afford to take that cruise 


they’d been planning for two years. 
Ask Harry and you’d find that one reason he sells so many refrig- 
erators and washers is that to prospects he always makes a big 


point of the fact that his units are equipped with G-E motors. 
This helps him close more sales. 


G-E MOTORS HELP YOU SELL 


Are your appliances equipped with G-E motors? If so, capitalize 
that fact. It pays. You can swing more sales your way with 


this extra sales point. People know they can depend on G-E 
motors. 


Take a tip from this. When dealers were asked, ‘‘What makes, or 
brands, of electric motors in your opinion would make it easier 
for you tg sell appliances?” 84% named General Electric. 

More than four million sets of hermetic motor parts for 
domestic refrigerators have 
been built by General Elec- 
tric. Carefully insulated with 
high-quality 
built with solid one-piece 
cast-aluminum rotors, these 
motors help salesmen close 
sales. Let them help you— 
specify G-E motors. 


materials and 





General Electric Company, Schenectady, N. Y. 


GENERAL (%) ELECTRIC 
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Tough Job, Sister! 


SLEEP]. 
CONSULTANT 
AT WORK 





No fooling, the pretty gal above is hard 
at work in her office. Oh, how she loves 
to get up in the morning, rush down to 
the office and go back to bed again! 
She's Martha Alden, Pequot Mills’ sleep 


consultant. Miss Alden makes studies 
and gives advice not only on how to 
get to sleep but how to make the most 
of it. In the picture she is taking notes 
on the G-E automatic blanket. 


DISTRIBUTORS 
APPOINTED 


GENERAL ELECTRIC 


Recently appointed distributors for 
General Electric fans were the Mar Le 
Co., Stamford, Conn., which already 
handles G-E heating devices; the Holly- 
wood Wholesale Electric Co., Holly- 
wood, Calif., which now handles clocks 
and heating devices; and the Mid-State 
Electrical Supply Co., Lynchburgh, Va., 
which is already a distributor for clocks, 
heating devices, Deltabeston wires and 
cables, insulating materials, and wiring 
materials 

Two new distributors for General 
Electric clocks are the Tower-Binford 
Electric and Manufacturing Co., of Rich- 
mond, Va., and the John M. Maris Co., 


Philadelphia 








The Paxton and Gallagher Co., of 
Omaha, has been appointed a distributor 
for G-E heating devices and sunlamps. 

With the purchase recently of the 
Simmons Hardware Co., of St. Louis, 
by the Shapleigh Hardware Co., of that 
city, the latter has been appointed a dis 
tributor for G-E clocks, and will con- 
tinue to distribute heating devices, in- 
sulating materials, and wiring materials 


MANNING, BOWMAN 


Appointment of a number of new dis 
tributors has been announced by Man- 
ning, Bowman & Co. Recent additions 
to this company’s distributive accounts 
are as follows: Biggard & Co., Pitts- 
burgh, Pennsylvania; Brown Drug Com- 
pany, Sioux Falls, South Dakota; Jenk- 
ins Jewelry Co., Jacksonville, Florida; 


David Kaufmann’s_ Sons, 3altimore, 
Maryland; Lipsett & Hill, Buffalo, New 
York; A. C. McClurg Co., Chicago, 


Illinois; Nunn Electric Co., Amarillo, 
Texas; Wehle Electric Co., Bingham- 
ton, New York; and Lester Jewelry 
Co., Rochester, New York. 


AMERICAN IRONING MACHINE CO. 


The American Ironing Machine Com- 
pany wish to announce the recent ap- 
pointments of the following distributors : 

Edwards and Walker Company, Port- 
land, Maine; Schlatter Hardware Com- 
pany, Fort Wayne, Indiana; McGregor 
Hardware Company, Springfield, Mis- 
souri; Merkel Brothers Hardware Com- 
pany, Quincy, Illinois; Tower-Binford 
Electric & Mfg. Company, Richmond, 
Virginia; Lyle-Grenshaw, Inc., Mem- 
phis, Tennessee; Braid Electric Com- 
pany, Nashville, Tennessee; Ohio Val- 
ley Hardware & Roofing Company, 
Evansville, Indiana; Midland Implement 
Company, Billings, Montana; Albuquer 
que Norge, Incorporated, Albuquerque, 
New Mexico; M & M Appliance Com- 
pany, Boston, Mass. 


CONCO CORPORATION 


Conco Corporation, of Mendota, IIli- 
nois, has just announced the appointment 
of three new distributing organizations to 
handle distribution of Conco Packaged 
Heating Equipment on the West Coast. 


The new distributors include: The 
Oakland Sheet Metal & Supply Company, 
of Oakland, California — to distribute 


Conco products in the Northern Cali- 
fornia and Western Nevada territories; 
Hughes & Company, Spokane, Washing- 
ton, who will cover the western Wash- 
ington and Western Idaho distributing 
areas; The Pacific Coast Coal Company 
of Seattle, Washington. 


New Chicago Headquarters For K-M 





This is the new, enlarged Chicago sales headquarters for the Knapp-Monarch 
Co., of Saint Louis, where R. H. (Dick) Thompson presides over the complete 
K-M line of electrical appliances for the home, "Therm-a-Jugs" for food and 
beverages, electric shavers, and Sparklet syphons and bulbs. This new office, 
on the same floor as the former one, is room No. 1483 in the Merchandise Mart. 
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OF A SERIES OF ADVERTISEMENTS 
DESIGNED TO HELP YOU SELL 
REFRIGERATORS FASTER 








DULUX 
FINISH 
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THE MODERN 


1941 








REG. U.S. PAT. OFF. 


FINISH FOR MODERN LIVING...I¢ saves work 








‘eet 


he 





Cash in on the “sales-pull’‘of the extra 
conveniences and gadgets on your unit 


| pent a prospect is led to sign-on- 
the-dotted-line by an easy-working 
door latch or an ingenious ice cube re- 
mover. These and other gadgets often 
help to close a sale because they arouse 
a woman’s Curiosity and interest. 

So, too, you Can arouse a Customer's 
interest and speed your sale by pointing 
out the advantages of a Du Pont DULUX 
finish. 

If there’s anything a housewife wants, 
it’s a sparkling white finish that stays 
white with a minimum of care. And that’s 
what she gets with Du Pont DULUX. 
Today this finish is so popular with 
women that the majority of refrigera- 
tors have a DULUX finish. 

DULUX has every quality women want 
—sparkling whiteness... resistance to 
chipping, cracking, food and grease 
stains... ease of cleaning. Women know 
DULUX offers extra quality because it’s 
made by Du Pont. And what woman's 
eyes wouldn’t brighten up at a finish 
that lightens her housework? 

Point out the DULUX finish early in 
every sales talk. It’s the finish your pros- 
pects want! E. 1. du Pont de Nemours & 
Co. (Inc.), Finishes Division, Wilming- 
ton, Delaware. 


VALUABLE SALES HELP 
IN THIS FREE BOOK! 


> This book is neiping 
many dealers to more prof- 
its. Write for your copy of 
“How DULUX Has Helped 
in the Sale of More Than 
9,000,000 Refrigerators.” 
Send to Du Pont, Room 
7154J, Du Pont Bldg., 
Wilmington, Delaware. 


REG. U.S. PAT. OFF. 
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.» Bandwagon .. 
1942 Model 





. 


AMERICA’S LEADING LOW PRICED LUXURY HEATERS... 


You'll be riding at the head of the space- 
heater parade when you jump on the band 
wagon with Modernaire! Smart dealers 
everywhere who know a real space heater 
value when they see one, are quick to realize 
that the new 1942 Modernaires are going 
to steal the space-heater limelight. 

Years ahead of competition with new, smart, sparkling style, 
and so much to offer in the way of important selling features. 

Your prospects become customers when they see the Mod- 
ernaire Foot Warmer; the Vision Light Door through which can 
be seen the cheery flame; the smooth leg levelers; the oil 
gauge; the “no-stoop” control; the beautiful ‘spaterloid" finish 
that will not chip, crack or peel. 

Write today for the complete Modernaire story—it's your 
opportunity—if you act now. 


BEAUTIFUL 
MODELS 


BEGIN AT 


$3350 





See Modernaires at Space 514-B American Furniture Mart, Chicago 


THE GLOBE MACHINE & STAMPING CO. 


1250 West 76th Street Cleveland, Ohio, U.S.A. 








Portland, Ore., Police Chief Harry Niles receives a Keystone test under direction 
of Dr. L. R. Burdette, chairman of the Portland "Save Your Vision’ Week Commit- 


tee. 


Portland Celebrates 
Vision Week 


AND, ORE.—With power com- 
panies, optometrists, authorities 
and the traffic division of the police 
department all cooperating, Portland, 
(regon, this year did an outstanding job 


PORTI 


1 1 
school 


in its celebration of Save Your Vision 
\W eek 

Started by Jas B. Buman, manager of 
residential and farm sales tor the North- 
western Electric Company, the event 
was officially under the sponsorship of 
the American Optometric Association, 
with Dr. Robt. Burdette, optometrist, 
as chairman of the local committee in 
charge. Earl F. Campbell, secretary of 


the Traffic Safety Commission was vice 
chairman. Under the guidance of this 
group, which also contained several other 
optometrists, C, E. Perry, director of in- 


termediate education of the Portland 
public schools, Capt. Wm. C. Epps of 
the Portland police department, repre- 


sentatives from the Portland General 


Electric Company, the Northwestern 
Electric and the G. E. mazda lamp di- 
vision, a program was outlined which 


prepared the celebra- 
t of speeches and pub- 
licity. Letters were sent to newspapers 
explaining the occasion and asking for 
advance publicity; civic and social or- 
ganizations were offered appropriate pro- 
grams. 

A proclamation from the mayor started 
the week, followed up by a busy program. 
Announcements and talks were given in 
all before 49 community clubs, 29 civic 
organizations, 92 Parent Teachers’ groups 
and 22 Veterans’ posts. Eight advertise- 
ments were run over the signature of 
the Northwestern Electric Company, the 
Oregon Optometrists’ Association and 
the Oregon State Board of Examiners 
in Optometry. Sixteen articles and two 
editorials appeared, stressing the signifi- 
cance of eyesight in traffic safety meas- 
ures and in the interest of national de- 
fense, as well as its general importance 
in the life of the individual. A total of 
480 column inches was reported. 

Three radio talks were given and 
dozens of spot announcements made, call- 
ing attention to the celebration and end- 
ing with the admonition to “have your 
eyes examined regularly and be sure to 
protect them with adequate light always.” 

Through the cooperation of the school 
department it was possible to distribute 
32,000 pamphlets on Better Light-Better 
Sight principals to school children of the 
fifth, sixth, seventh and eighth grades 
and of the high school. 


the community for 
tion with a barrage 


JUNE, 


Week was started by Jas. B. Buman of the Northwestern Electric Company. 


Senior students from the Norther: 
Pacific College of Optometry set up thei: 
instruments in the windows of the North- 
western Electric Company and gave fre 
vision tests throughout the week. Thes 
were not studies for the fitting of glasses 
but tests to determine the normality o 


defects of 


vision. At the close of eac! 
ten minute examination, a check chart 
was given to the subject showing his 
rating. A similar activity was carri¢ 
on by the Portland General Electr 


Company. Over 1,000 tests in all wer 
given during the week. 

Floor and window displays were mait 
tained by the power companies and by 
other merchants. On Thursday evening 
of Vision Week, which coincided wit! 
the “spring opening” event of Portland's 
mercantile stores, the Northwestern Ele 
tic Company staged a display of magi 
in one of its windows, the professional 
magician who put on the show promising 
to deceive the eye, in spite of “the ade 
quate illumination of the window”. This 
program continued from 7:30 to 9:30 
and received special newspaper publicity 

Other communities on the lines of the 
Northwestern Electric Company fol 
lowed Portland’s suit. In Vancouver, 
Wash., the mayor, and the superintendent 
of schools both served on the committee 
in charge. . 


Champ Fluorescent 
Salesman 





J. D. White of the Kingsport Electric 
Supply Co., Kingsport, Tenn., is feeling 
pretty proud. He's just won grand 
prize in the nation-wide sales contest on 
Guth fluorescent lighting fixtures. White 
hails from Georgia Tech and took cash 
instead of a new automobile, to apply 
on his new home. 
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ELECTR 


In these days of defense priorities and delayed 
deliveries of consumer products, General Electric 
Dealers can look to the future with confidence. 
For the completeness of the G-E Line multiplies 
their opportunities for profitable sales — and 


there'll always be a General Electric! 


AND ABOVE ALL —even in these days of 


priorities and price problems — General Electric 





will continue to maintain its high standards of 
quality regardless of product changes made neces- 


sary by national defense. 


GENERAL 
ELECTRIC 
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THERE ARE 


3<The Connector 
or Strain alla 


PARTS TO A CORD 
Check them y Y Y 


for Corditis-free Service in the Products You Sell 


Each of these three parts of the electrical cord 


“should be engineered to the particular needs 


*CORDITIS — a danger- 
ous disease of electrical 
cords; the symptoms 
are frayed wire and 
broken plugs. It causes 
severe mental irritation 
and violent 
disorders among appli- 
ance users. 


nervous 


CORDITIS-FREE 


PAGE 62 


of the washing machine, toaster, or other 
electrical products you sell — to provide insur- 
ance against Corditis. 

Complete Belden cords simplify your serv- 
ice problems. They maintain your customers’ 
good-will by eliminating the old cord nui- 
sance. They enable you to capitalize the 
acceptance of many of your customers who 
have been pre-sold on SAFE CORDS by 
Belden’s long, consistent program of national 
advertising. Specify Belden. 





Belden Manufacturing Company 
4663 W. Van Buren St. 
Chicago, Ill. 


ELECTRICAL CORDS 


Specialty Selling Lack Seen in 


Curtis Survey 


PHILADELPHIA—A 
the laundry equipment industry points 
out that there has been a neglect of 
merchandising opportunities, with manu- 
facturers concentrating on cultivating 
dealers and dealers being unable to de- 
velop and direct the consumer market. 

The “buying spark” has been missing 
and “sales results never have quite lifted 
themselves beyond a _ rather stabilized 
pattern,” says this study of the market, 


new study of 


just concluded by the Division of Com- 
mercial Research, The Curtis Publishing 
Company. “This has not been due to 
stagnation in design or pricing. Steadily 


the industry has offered a better and bet- 
ter washer at a lower and lower price. 

“Interviews with families using old 
and obsolete washers and with 1940 buy- 
ers of new washers indicate that the lack 
of aggressive advertising and sales pro- 


motion on the part of washer manu- 
facturers has been responsible for the 
apathetic attitude on the part of con- 


sumers toward laundry equipment,” the 
study declares. 

“Because of the low prices which have 

been characteristics of the washer market, 
there have been small margins for deal- 
ers and small sales commissions for 
salesmen. Outside selling has decreased 
and frequently floor selling has suffered. 
Yet manufacturers have not assumed 
their necessarily larger share of the task 
of selling the public, to compensate for 
the activity and influence of 
the dealer and his salesmen. 
“The market for home laundry equip- 
ment, at present, appears to be only 
partially developed and sales are being 
made largely to families which spon- 
taneously recognize their need for laundry 
equipment. 


decreasing 


“The advent of the automatic washer 
has demonstrated that specialty selling 
methods still sell washers and that a 
low price is not necessary to maintain 


volume 

“Not only have the 
conventional washers been neglected in 
merchandising, but the industry has 
failed to attempt to sell a ‘package’ of 
washer and ironer which will satisfy the 
housewife’s home laundry needs.” 

The survey points out that the farm 
market holds great possibilities. In 
1940, 2,000,000 farm families had hi-line 
service. as compared with 250,000 in 1925. 
The opening of a hi-line service in a com- 
munity immediately creates an active buy- 
ing market for all types of appliances 


improvements in 


Only 7.6°%/, Dissatisfied 


The study of the replacement market, 
among those who purchased equipment 
7 to 12 years ago, shows that only 7.6 
per cent were dissatisfied with the op- 
eration of their washers and 3.8 per cent 
more were partially dissatisfied, although 
the washers in use were not only obso- 
lete, but, in many cases, old enough to 
be worn out. The conclusion reached by 
the Curtis research men is that manufac- 
turers have not done an adequate job of 
calling attention to improvements offered 
in new washers and that unless this is 
done, it is not likely that housewives will 
want new washers until present equip- 
ment fails entirely. 

Among those with obsolete washers,: it 
was found that only 20 per cent have 
considered purchasing a replacement, a 
fact “that may be regarded as a reflec- 
tion on the sales and advertising activity 
of the washing machine industry,” the 
study says. 

“Among those families using old wash- 
ers who had considered the purchase of 
a new one, 33.7 per cent said they were 
not ready, 29 per cent said they did not 
know exactly why they did not buy, 3 per 
cent had not decided on the brand and 
9.5 per cent have miscellaneous reasons,” 
says the Curtis study. “These reasons 
constitute an open invitation and a chal- 
lenge to the industry. 27.2 per cent of 
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Oka 
. been: 
of Washer Business} ‘= ¥ 
as existed 
vers in 
il draft 
these people said they had not boug tements 
because they could not afford the vers ar 
chase at this time. This is a sto il equip: 
excuse.” ntially 
Of the people using washers 7 te the gift 
years old, 43.9 per cent had heard of thd electees, re 
automatic washer and of these 34.6 pedi; not only 
cent had considered purchasing. Lesffuse but th: 
than a third of those who were considerffjnd recom 
ing purchasing mentioned price as a r yusands 
son for delay. Other reasons sugg: Army cz 
that they do not have a clear idea 2 
the automatic washer. 
The study found that 9.7 per cent 
the families using washers bought 7 
12 years ago also own ironers, and 





additional 6.9 per cent have considere 


the purchase of one. 


Average Price $79.38 


Among those who purchased washer 


in 1940, the average price paid wa 
$73.98. Brand preference ranked firs 
among the factors in selection. How 


ever, this accounts for only 34.1 per cer 
of the mentions. Regarding specific fea 
tures, the research men found that fey 
consumers were able to mention mo 
than one or two, although almost ever 
mechanical improvement of the last te 
years is listed by the group as a whol 

A third important factor in purchas 
has been the word-of-mouth comment « 
friends, accounting for 34.4 per cent 
the families who bought. Further, t 
study shows 61.3 per cent of the familic 
buying washers in 1940 had made 
their minds entirely or partially as 
the make they wanted before they pur 
chased. Of the purchasers, 57.4 per cer 
looked at only the one brand 

“This fact, together with the sma 
number of instances where dealers 
salesmen had attempted to cultivate t 
sale, and the fact that only 34.1 per cer 
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Bendix Declares Dividend on compl 
Class "A" Stock ssary outl 

SOUTH BEND, IND—D. 0. Scot © ‘ 

: P d . amps to | 
president of Bendix Home Appliance Nerever 1 
Inc., South Bend, Indiana, has announce a+ mann 
that the Board of Directors of the Cor nd er nl 
poration on May 21 declared a dividen@jy ver. for 
of 30¢ per share on the Company's $@... taker 
par Class “A” stock, payable on Jun@. ering 
25, 1941 to stockholders of record Jung PONS. 
13, 1941. This dividend payment wl 7. in, 
reduce to 60¢ the cumulative divider i ion 
accrued on Class “A” Stock as of De at i : 
cember 31, 1940, sa te 
ical appli 
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Electric Shavers 
Okay in Army Camps 


$s NEW YORK—Considerable confusion 
existed regarding the use of electric 

shavers in Army training camps. Some 

cal draft board officials have made 
gi@isatements to the press that electric 
u vers are not recommended as per- 
il equipment. Since these shavers are 
entially important merchandise items 
\iin the gift and self-purchase field for 
tial selectees, retailers should know that there 
pefis not only a lack of prohibition on their | 
suse but that they are actually approved | 





leriand =recommended by Army officials. 
eafiThousands of electric shavers are in use 
ge@iin Army camps at the present time. 








Private Harry Turner of the 2Ist School 

Squadron at Loury Field, Denver, demon- 
, strates that electric shavers are okay at 
cen training camps, as he gives himself a 
‘enc shave at date time. 





| 

One of the reasons indicated as a 

eterrent to their use has been a sup- 

wsed lack of convenient electrical out- 

ts in the temporary and permanent 
n arracks. All permanent quarters have 

een or are being equipped with the nec- 

ssary outlets and orders have been is- 
s red to electricians in the temporary 
a amps to provide electricity for shavers e ° 
ues Sone “acide tous Ger haat Porcelain Enamel Makes Selling EASIER 
unce 


Cor at many regular Army enlisted men ‘ 
iden’ Officers have been using electric Getting your prospect to agree with you is the first law of salesmanship. And every pros- 
shavers for several years, Army officials 


’ Th ave taken the attitude that. without cz ist pect will instantly agree that porcelain enamel is the ultimate in a finish. The women know 












Ju 1 ' , \ 

1. ampering selectees, they wish to change . . . ° . ° . Pe 
Juneir civilian habits as little as possible. porcelain enamel. They have it on their sinks, in their bathrooms and on their ranges—all 
sdeng. Lhe impression of a ban on electric sorts of places. They know its beauty, ease of cleaning, durability. They know it is fadeless, 
1p,gpuavers has been created in part by com- 

De ; 


scratch resisting, and immune to both temperatures and odors. To talk up the porcelain 
enamel finish, first, gets a nod of the head from the prospect—and your selling job is just 
that much easier. 


ent discouraging the sending of elec- 
ical appliances to soldiers. Certain ap- 
liances such as heating devices are dis- 
ouraged because of the electrical load 
roblem. Power lines in the camps can- 
a accommodate such a burden but 
havers, even if used by an entire camp 
bersonnel at one time, would not put any 
rden on the electrical system. 

Probably the most convincing evi- 
nce of the approval by the Army of 
Hectric shavers for soldiers is the sub- 
tantial sale of shavers by the Post Ex- 
TY hanges and canteens at regular Army 
d training camps. Reports of sales to 
hese Army stores by electric shaver 
anufacturers indicates that shavers are 
creasing in popularity among service 
en and that this war may do for the 
lectric shaver what the last one did for 


Ask Your Supplier if it is “LUSTERLITE” 


More and more appliance manufacturers are using LUSTERLITE Porcelain Enamels because 
they know them to be the standard of excellence,—the enamels that are constantly being 
improved to meet the demands of modern appliances. LUSTERLITE Porcelain Enamel today, 
is endlessly durable, positively sanitary, scratch and fade proof, everlastingly beautiful. 
Everyone— manufacturer, retailer and customer—can depend on LUSTERLITE...made by 
ond Chicago Vitreous Enamel Product Company, Cicero, Illinois. 























he safety razor. : 4 
One Army officer points out that the ‘ 
se of shavers is encouraged because they pen fo 

. . . . =e = F sellin ™~, 

aaa be used in the dormitories without Ps «) 

rowding the washrooms and that their , 
tse is a material aid to the water supply 
roblem. The ability of the men to 
shave after dressing is a welcome con- a3 


‘nience, too, he observes, since they 
rdinarily dress hurriedly for reveille in- 
nection and shave afterwards. 
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REMOVE re HURDLES ro 
NET PROFITS with 


YOUNGSTOWN PRESSED STEEL KITCHENS 







More sales 
with YPS 


4 
More profit s\ 
per sale " 
with YPS 





cw gett ‘ 


You have a pre-sold, unsaturated market for YPS 
Kitchens of enameled steel cabinet sinks, base 
and wall cabinets. 

Luxury appearance at mass-production prices. 


Single units or ensembles—to fit every condition. 


Factory finish — no repainting, warping, shrinking 
or sagging. 


And No Trade-ins or After-installation 
Free Service To Eat Up Your Profits 





lf you have been looking for a Line and a Proposi- 


tion like "the good old days"— 

[fom a ae ee wn ow a wo ~~ 
1 Youngstown Pressed Steel Division, Dept. 86 

: Mullins Mfg. Corp., Warren, Ohio 


Please send me complete information on the YPS plan for my territory. 





Name 
' 
' Address 


: City State 
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Stars Meet Over Old Salem 





When the Kiwanis put on a "Show of Progress’ recently at the Salem, Mass., 
armory, Miss Nancy Gay, right, radio and night club star, visited the booth of 


the International Appliance Co., makers of Broilking table broilers. 
left, is Arthur Delande, president of Delande's Supply Co., Salem and Monte 
Closter Broilking sales manager, receiving congratulations. 


FOR YOUR INFORMATION 


As a result of a nation-wide, six 
weeks’ dealer-getting campaign for 
Crosley refrigerators, 1,362 new retail 
ers now display the Crosley refrigerator 
banner ior the first time. Hundreds of 

l salesmen combined 
to accomplish this outstanding dealer 
activity. Crosley is enlarging its dealer 
distribution in line with its policy of 
[his promotion is one of a 
better 


rosley wholesale 


expansion 
series to secure for Crosley a 
quality of dealer representation 


+ 


Edwards & Company, Norwalk, 
ticut, has announced a greatly 
expanded program of advertising for 
Edwards door chimes. Taking timely 
advantage of the growing home market, 
Edwards will soon start a nation-wide 
promotion of a striking new line, fash 
ioned by Lurelle Guild, the noted 
cle signer 


Lonnec 


According to E. L. Farquharson, 
sales manager of the Universal Hom« 
Laundry Division, sales are definitely 
on the “up and up”. Number one indi- 
cation of this is the fact that sales for 
the first four months of this year sur- 
large margin former sales 
Universal washer sales are up 
¢ for months of January, February, 
March and April, and orders received 
during the first week in May compared 
\ those received at that time last 
May show an increase of 500%. 


pass by a 
rec ords 


506 


* * 

Users of the automatic electric blan 
ket are finding it a tremendous aid to 
comfortable living, according to results 
of a survey made by General Electric. 
Che section asked 500 automatic blanket 
users which electrical appliance in the 
they valued most. The auto- 
iatic blanket ranked next to the elec- 


mme 


tric refrigerator in the first choice of 
those who answered the poll. 
* * 
\n increase in Manning-Bowman 
sales of 88% for the first four months 
* 1941 as compared with the like 


period of last year was disclosed 
recently by A. L. Wilkinson, vice presi- 
dent in charge of sales and advertising. 
Che company manufactures a complete 
line of electric appliances and giftware. 


JUNE, 





On the 


One thousand employees have been 





added to the factory and branch per 
sonnel of the York Ice Machinery Cor- 
poration since October, 1940. In th 
manufacturing plants alone the payro 
has been expanded by more than 86 
In addition, 22% of the factory en 

ployees are now working night shift. 

This increase in personnel is due 
part to the increased tempo of defens 
production. The York Ice Machiner 
Corporation has taken contracts for air 
conditioning and refrigerating equi 
ment for the Navy and merchant 
marine; tor i cantonments a! 
naval supply ba-« tor powder, she 
| ants; for aircrat 


loading, and tus 
nerit ‘pr ee > bly plant 
engine and a ( ill assembpiv plants 


Ground was broken last month fo 
new fluorescent lamp plant at Danvers 
Mass., according to an announcement 
made by F. J. Healy, vice president at 
general manager of the Hygrade 
Sylvania Corporation. Demands 
Hygrade fluorescent lamps have 
taxed the facilities of the Salem plant 
where fluorescent lamps are now being 
manufactured, that a new building has 
become an absolute necessity to take 
care of the increased production 


farska 


TOP-QUALITY 


INA 


‘39.95 | 


JUNIOR + FLOOR MODEL 
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General announcement has been 
iade of the Seventh International 
Heating and Ventilating Exposition, to 
e held January 26-30, 1942, in the 
ommercial Museum at Philadelphia, 
’a., under the auspices of the American 
Society of Heating and Ventilating 
ngineers Co-incident with those 
lates the Society will hold its 47th 


nnual meeting 


x * 


The General Electric Company sus 
ended its 18-year-old employees sav 
ngs plan on May 1 and put into effect 
defense savings plan to encourage its 
105,000 employees, to purchase United 
States Savings Bonds. Under the new 
lan all G-E e1 yvees may authorize 
he company to make deductions fron 
their earnings for the purchase of series 
E, series F or series G bonds, on a 
weekly, semimonthly, or monthly in 
stallment payment basis 


She Can Cook, Too! 


Adrienne Ames, movie star, visited the 
Universal factory recently. Here she 
proves to George J. Coyle, mayor of 
the hardware city, that she can bake a 
cherry pie. 


Shipments of Crosley refrigerators 
for the first four months of 1941, plus 
unfilled firm orders now on_ hand, 
amount to 111 per cent of the company’s 
total refrigerator shipment for the 
entire year of 1940, it was announced 
recently by Robert I. Petrie, vice presi 
dent and general sales manager of The 
Crosley Corporation. A new high 
record for refrigerator shipments was 
established during the first four months 
of 1941, in which period 107 percent 
more refrigerators were shipped than 
during the same period last year. This 
passes the previous record of 102 per- 
cent more shipments made _ during 
January and February than during the 
first two months of 1940, Mr. Petri 
said 


* * 


Philco Corporation has signed a con 
tract with The Studebaker Corporation 
to supply the latter company’s automo 
bile radio requirements for its 1942 cars, 
it was announced recently by Russell 
L Heberling, vice president 


* * * 


The first in a new campaign of full 
color, full page national advertisements 
featuring “Leak-Proof” flashlight bat 
teries has just been announced by the 
Ray-O-Vac Company of Madison, Wis- 
consin. “This new dynamic campaign 
opens in the June 30 issue of Life Maga 
zine,” Norman D. Vea, salesmanager, 
states 


HOSKINS MANUFACTURING COMPANY 


ELECTRICAL MERCHANDISING—JUNE, 1941 


The durability of Chromel heating- 
element alloys has been increased 
many fold, in the last few years. 
This is especially important today, 
because, of course, it means that the 
Chromel units in domestic devices 
won’t have to be renewed for years. 
There is now a drastic shortage of 


all nickel-chromium alloys, due to 


the scarcity of nickel, beyond de- 



































fense needs. Hence the remarkable 
lasting property of Chromel repre- 
sents a vital conservation of nickel. 
The durability of Chromel also as- 
sures your customers of trouble-free 
service from devices that are Chromel 
equipped. So, you act in the interests 
of all when you specify that the heat- 


g elements be made of Chromel. 


DETROIT, 
MICHIGAN 
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Here's an important message to those human bloodhounds who are forever tracking down answers 
to questions like “What's its name?” “Who makes it?” and “Where are they located?” 
After Jyly, you needn’t waste precious time and energy “bloodhounding”! All you'll have to do 
is turn to the 
sé . ° 99 
Appliance Directory’ Issue of 
The July “Directory” Issue will be the first comprehensive listing of electrical appliances and manu- on 
) ) ec 
facturers since 1939! It comes at a critical time, when shifting trends make it imperative that dealers, addr 
distributors, jobbers — in fact, the entire appliance family — be able to know quickly, “what's what” 
/{ and “who’s who” in the industry. NOR 
The July issue is particularly opportune for appliance manufacturers as their most direct, low 
cost route to the great army of 30,100 ELECTRICAL MERCHANDISING readers — the dealers and distribu- 

; oo a : ; SAN FE 
tors whose buying and merchandising policies set the pace for the entire appliance trade, and who ing the ef 
prefer ELECTRICAL MERCHANDISING above all other appliance publications. dig 

succeeded 
tric rang 
GIVE YOUR ADVERTISING THESE EXTRA AIDS March a 
which W 
IN THE JULY “APPLIANCE DIRECTORY” ISSUE — that of tl 
Long 
Extra reference value. Useful as the latest telephone directory mooi he 
— this July issue is bound to be kept at the dealer’s (and buyer’s) » gy om 
a ni Ssaies ma 
elbow for ready reference. Your advertising message will be picture a 
men, whi 
exposed to more readers. aan 
story wl 
aa ttl oar . dealer. 
Extra long, busy life. The only complete, comprehensive appli aeibe 
ance directory published (and, unless we miss our guess, the power ci 
. ° ° of the Pp 
only one that will be published for over a year) insures long, and deal 
° ee appliance 
useful life to your advertising message. W. Allis 
tive of t' 
Low Cost. The July “Directory” Number means unusually low companie 
id .. the gene 
cost per reader, because of its greater readership, reference value, heater se 
dl life. Th f aye ’ five deal 
and long life. That means more for your advertising dollar! tendance 
dealers, « 
utility sa 
was 2,24 
The sl 
$30 on a 
electric 
the appr 
reductior 
dealer, j 
the powe 
dealer a 
standard 
Both ma 
put on ¢ 












MAKE YOUR RESERVATION NOW! 
Tell your product and policy story in 
the “Directory” Issue (which will list 
your name, and brands, along 


with your compe titors’ ) 


ELECTRICAL MERCHANDISING 
A McGraw-Hill Publication 


330 West 42nd St., New York. N. Y. 
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An enthusiastic dealer meeting held at San Jose, Cal., where the range and 
water heater promotion was presented to a coordinated industry. 
addressed by A. C. Miller and "Doc" Allison of MKB. 


Meeting was 


NORTHERN CALIFORNIA 
QUADRUPLES RANGE SALES 


SAN FRANCISCO By coordinat 
ing the efforts of the entire industry back 
4§ a range and water heater promotion, 
the Pacific Gas and Electric Company 
succeeded in raising the record of elec- 
tric range and water heater sales during 


March and April of 1941 to a figure 
which was from three to four times 
that of the similar period in 1940 

Long before the promotion § was 


started the executives of the wholesaling 
group had been contacted and consulted 
in organizing the campaign Next the 


sales managers were brought into the 
picture and after them the jobber sales- 
men, who were given all details of the 


program and primed with the complete 


story which they were to take to the 
lealer. Later nine meetings were held 
throughout the territory served by the 
power company, at which the outlines 
yf the plan were presented to dealers 
and dealer salesmen, by A. C. Miller, 
appliance merchandise manager Geo 


W. Allison, sales promotion representa 
tive of the Modern Kitchen Bureau ac- 
companied him on this tour, presenting 
the general picture of and water 
heater selling. Eight hundred and ninety 
five dealers heard these talks. Total at- 
tendance at the meetings, made up of 
dealers, dealer salesmen, jobber salesmen, 
utility salesmen and dealer contact men, 
was 2,248. 

The slogan of the campaign was “Save 
$30 on an electric range and $10 on an 
electric water heater,” which indicates 
the approach made to the public. The 
reduction was underwritten jointly by 
dealer, jobber and utility. In addition, 
the power company paid one third of all 
dealer advertising which conformed t 
standard by using the campaign slogan 
Both manufacturers and power company 
put on a Campaign oO! 


range 


extra advertising 


TOP-QUALITY 


INA 


‘39.95 
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were fol 
meeting by 
salesmen and 


this period Dealers 
up after the initial 
calls from jobber 


during 
lowed 
direct 


utility contact men. They were further 
contacted every two weeks in order to 
secure a record of their sales. These 


were telephoned in or sent in to the 
main office of the power company where 
they were tabulated and sent out to 
jobbers and jobber salesmen. This kept 
them in touch with the progress of the 
campaign and stimulated a continuing 
interest. 

\ dealer broadside was sent out on 
February 15, preceding the opening by 
two weeks. On March 5 a broadside 
was mailed to all P. G. & E. customers. 
Dealers were furnished with envelope 
stuffers on request and with display ma- 
terial for windows and stores. Qualify- 
ing makes of ranges included the Frig- 
idaire, Estate, General Electric, Gibson, 
Hotpoint, Kelvinator, L & H, Monarch, 
Thermador, Universal, Westinghouse, 
Norge and Florence. Water heaters in 
cluded in the campaign were: Frigidaire, 
General Electric, Hotpoint, Kelvinator, 
L & H, Monarch, Norge, Thermador, 
Wesix, Westinghouse No _ specially 
priced “close-out” models or other re 
duced priced ranges were allowed to be 
advertised or publicized in any way by 
those participating in the campaign 
throughout its duration. To qualify, the 
range or water must carry the 
same price which it had borne for thirty 
days prior to the opening date of the 
campaign, 

Results were gratifying. The entire 
industry did unite in enthusiastic sup- 
port of the drive, with the result that 
all records were broken. It is difficult 
to state advertising results in terms of 


neater 


percentages. Communities which had 
previously reported 18 or 20 column- 
inches of advertising, suddenly began 
turning in records of 1,539 col.-inches. 
Another town that in 1940 had used 34 
col.-inches, reported 1,781. These are 
typical examples of what happened 


throughout northern California. 


In actual selling, the drive took a lit- 
tle time to get under way. Up to March 
27th 848 electric ranges and 362 water 
heaters had been sold, a figure which 
compared fairly well with the 1940 rec- 
ord for March and April of 791 ranges 
and 551 water heaters. The next month, 
however, showed the ball really beginning 
to roll. Final record for the two months 
ending April 30 were 3,072 electric ranges 
sold and 1,360 water heaters. This is 
very nearly four times as many ranges 
and approaching times as many 
water heaters as were sold during the 
same period of 1940. 

In order to pick up the lag in water 
heaters over duri cam- 
paign, the power company is planning a 
June and July promotion on water heat- 
ers alone, which will enable the dealers 
to go back and sell a complete service to 
the homes l range only 
sold, 


three 


g the 


ranges g 





where an electric 
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5 Times the Brush Life 
Much Greater Power 


SINCE BLACK & DECKER MOTORS FIRST WON FAME 
AS “TOPS” IN THE VACUUM CLEANER FIELD 











Back In 1915 the motor for the cleaner 
above drew the attention of the entire in- 
dustry. Built by what is now known as The 
Black & Decker Electric Company, it in- 
troduced new principles which have in- 
fluenced the design of all vacuum cleaner 
motors ever since. 





This Precision Machine grinds Black & 
Decker motor shafts on centers—grinding 
two or more diameters concentrically in one 
operation, within a plus or minus tolerance 
of two ten-thousandths of an inch. 





Constant Improvements on that basic 
design—in engineering, in materials, in 
manufacturing and testing methods—have 
been made year after year, so that com- 
parable Black & Decker motors of today 
have six times the brush life—and many 
times the power. 


35 to 40 Operations are required in making 
the armature of a Black & Decker motor. 
At the right, armature cores are being in- 
sulated. At the left, are wound armatures, 
ready to be assembled with commutators. 





Specialized Equipment and skilled oper- 
ators test Black & Decker armatures for 
dynamic balance. Electronic tube circuits 
and a flashing stroboscopic light locate any 
unbalanced condition—show exactly where 
and how to correct it. 


Many Rigid Tests make certain that all 
Black & Decker motors and series parts are 
mechanically and electrically perfect. When 
it comes to clinching sales and keeping 
vacuum cleaner buyers happy, you can’t 
beat Black & Decker motors. 


THE BLACK & DECKER ELECTRIC CO., KENT, OHIO 


13) ONS Ge wD) TOS *. 





Specialists in the Design and Application of 
UNIVERSAL MOTORS 
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$21.50 


list price for walls 


6" to 112". 








| No. 1 
KITCHEN VENT FAN (|) VALUE! 


With the new automatic lever-operated shutters, and other 
important features, this Signal Kitchen Wall Box Vent Fan, for 
permanent installation, to fit walls 6” to 

Feat 24” is today’s No. 1 Kitchen Vent Fan 


value. Can be installed in new or old 
homes. Send for details. 

It has these important features: A—totally en- 
closed motor. B—rubber motor mounting. C—10” 
quiet type fan. D—Telescopic adjustment for walls. 


E—detachable plug. F—automatic lever-operated 

dt shutters. G—cast iron outside frame. H—inside 

door for weather protection. I—opening and clos- 

ing door operates motor and shutters. J—-white baked enamel finish. K—close 
fitting shutters. L—large wood-packed oil reservoirs. 


SIGNAL ELECTRIC MFG. CO. 


Menominee, Michigan 





Offices in all 


principal cities. 

















CHROMALOX 


FuperCook RANGE UNITS 


DEALERS! Here is the unit that is breaking sales 
records everywhere. It's had its test in the hardest, 
most critical laboratory of all — the great American 
home kitchen. It's won its spurs in the tough battle of 
range unit competition on the sales floor. 


Range buyers are pinning medals on this Chromoa- 


lox unit for the new seven-heat feature that gives the 
greatest cooking flexibility. They like the simple, 


0 easy cleaning that goes with the all flat top of the 
100 To 250 y! Chromalox unit. The black heat cooking, exclusive 
with Chromalox, gives them better tasting food. 
And the "Two-Units-in-One" economy feature means 

WOE CONTACT a lot to the smart housewife. 


“How To Sell More Ranges” is the title of a book every 


MUTASE NMG dealer sett wens to read. It tells all about this, new 


Chromalox unit and has some mighty useful hints on 
selling. ¥ rite for your copy today! 





EDWIN L. WIEGAND CO., 7525 Thomas Blvd., Pittsburgh, Pa. 
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Hotpoint Hits the R. E. A. Trail 


THE NAME EVERYBODY KNOWS 
ON ELECTRIC APPL 


Hotpoint is following the Rural Electrification Administration's farm equipment 


While the basi jective of the cor 


sumer literature is to induce prospe 
go to tie lealer the purpose ot the 
hnical manual is to provide the deal 
ith all the information he needs on the 
lection, installation and maintenance o 
very type of pump used tor domestic 
1 se 
The technical manual entitled “Stand 
ird Manual of Water Supply Systems” 
sets a new high in water system literature 
laving been compiled by the best en 
gineering brains in the industry after 
months of study and editing It repre 


not merely the views of a few man 


ifacturers but all of the manufacturers 
ipating in the promotional activities 
the Electric Water Systems Council 


Presented at EEl Meeting 


The manual was first presented at the 
innual sales and merchandising conven 
ion of the Edison Electric Institute in 
Chicago recently where it was acclaimed 
by 600 merchandise managers of power 
ompanies as the tops in concise presenta 
tion of useful technical data 

“The object of the writers of | the 
manual was not to see how big a book 
they could write but how much useful 
information they could present in the 
most condensed form,” says Herbert (¢ 
\ngster, secretary of the Electric Water 
Systems Council 

“As a result the book answers all 
the questions the average dealer wants 
inswered while at the same time the 
manual is not voluminous. 

“The manual is illustrated and the 
material is interestingly presented in 
seven chapters—Purpose and Operation 
of a Water System; Application of a 
Water System: Source otf Water; De- | 

ription of Equipment; Selecting the | 




















tour with a big truck carrying a 27-foot display of Hotpoint appliances to all Some 

R. E. A. lines throughout the country, according to G. H. Smith, merchandising opps 

manager of the company. The truck is painted red, white and blue and a simi- & Elec 

larly-colored fluorescent display is set up for distributors and dealers in R. E. A. her ac 

exhibition tents when the truck stops at a project. Gorde 

at Fo: 

Right Equipment for the Job; Installa tion of fp 

New Water Systems tion, Starting, and Operation; and Main tanks, wat 

Manual Out tenance and Service At an a 

“While the book will find its largest system, th 

CHICAGO—Encouraged by the con field of usefulness among the men on year perio 

sistent vearly gain in the sale of electric firing line of sales—the dealers, it will estimated 

water systems. the Electric Water Svs also be placed in colleges of agriculture i water s) 

tems Council has launched a promotional in trade and vocational schools, and it additional 

gram tor 1941 which is the most com technical libraries. Thus the 

prehensive ever offered to aid dealers, “The book will be given without charge excess of 
distributors, manufacturers, and power to dealers by the distributors for the 
ompanies manufacturers participating in the 

. - mee as . M 
Marking its eighth year of cooperative Council's Dp ogram. The distribution t 

effort, the Council announces the publi schools and colleges will be made by the The Nz 

ation of a comprehensive technical man Council sponsored 

ial for dealers: a lealet folder ; a con itv. In 

sumer booklet and al envelope stuffer IVA. off 

r use by power companies and manu tatives of 

acture 


TVA Looks for 25,000 fon in 
Water System Sales _ ‘oan 





manufactu 
NASHVILLE, Tem The sale of \ 7M 
25,000 electric water systems in the next of Electr 
three years in tie states of Tennessee hairman 
Mississippi, Alabama, Georgia, and Ken Angster 
tucky is the object of a promotional cam tional Ass 
paign agreed upon at an all-day meeting Pumping 
of manufacturers, distributors, and rep Manufacti 
resentatives of federal and state agencies Warner i 
at the Hermitage Hotel, Nashville, Ten session at 
nessee, recently. facturers 
Described as the most comprehensive their dist 
cooperative campaign ever undertaken in tion in th 
such a large area, the program opens up 


a vast market for the sale and installa 





Zippy Juicer 


Atlantic 
House- 
Wares | 
Show | . 


Here is a profitable, fast-selling juct that 
will give your customers pure, f fruit and 
=? juices in their homes—prepared in 10 
seconds 

You can wr sell the health and vitality-build- 
ing value a tas serving and enjoying canoes, 
made Od speed and efficiency of 
ZIPPY. TUICER. 

Retails at 49. ~ Write TODAY for full infor- 
mation. ributed Nationally By 


De Jong Sales Co., Inc. 


324 FIFTH ST. SAN FRANCISCO, CALIF. | 

















JUNE, 1941—ELECTRICAL MERCHANDISING ELECTI 





tatives of the Electric Home and Farm 


\uthority, specialists in rural electrifica 
n in the five states in the Tennessee 
alley, representatives if banks, and 
iles managers and local distributors « 
inufacturers of electric water systems 
A. J. Warner, director of the Divisior 

Electrical Development, TVA, was 
airman of the meeting Herbert ( 
Angster, secretary, director of the Na 
tional Association of Dome ind Farm 
Pumping Equipment and Allied Products 
Manufacturers, Chicago assisted Mr 
Warn in presiding over the afternoon 
ession at which representatives of manu- 
facturers of electric water systems and 

















G-E and Lynn (Mass.) G & E Get Together 





Some 14,000 employees of the Lynn works of General Electric put their stamp of 
approval on a joint electric show conducted by that company with the Lynn Gas 
& Electric Company recently. Above, a demonstrator at the show goes through 
her act for A. A. “Art’’ Scaife, merchandising manager for G-E appliances, and 
Gordon Craig, Boston factory branch manager for G-E. A similar show was held 
at Fort Wayne, Indiana, recently, the home of another G-E plant. 


of plumbing fixtures, pipe, septic 
inks, water heaters, and other equipment 
\t an average price of $80 per water 
stem, the sale of 25,000 units in a three 


APEX FORMS DISTRIBUTION 
TEST DIVISION 


ear period amounts to $2,000,000. It is .G B. Schuyler, vice president in 
stimated that every farmer who buys charge of sales for the Apex Rotorex 
water system will buy at least $200 of | Corporation, has announced the forma 
idditional equipment, largely plumbing. | "0" @ 4 ane 3 distribution test di 
Thus the total market potential is in | YS!00) waienh will be headed personally 

<cess of $7,000,000 by sales manager ( W Smith 
? The new division, which will operate 
throughout the midwestern states, is a 
Meeting Sponsored by TVA part of a program aimed at surveying 
; the changing trends in appliance distribu 

The Nashville meeting was called and methods. 


ennessee Valley Auth 
ity. In attendance were officials of the 
lV A, officers of cooperatives, represen 


wonsored by the 





their distributors pledged their coopera 


C. W. SMITH 


1 in the progran 


rhe highly important task of directing 
the new division has been assumed by 
Mr. Smith because of the importance at- 
tached to the program, and the fact that 
it may be expected to eventually alter 
the national distribution of Apex appli 
ances 

The specific task of the new division, 
headquarters of which will be in Chicago, 
will be to test a number advanced 
distribution ideas 


TOP-QUALITY 


INA Continental Radio Appoints 


\fter holding open house in May at 


$ Hotel Warwick, the Continental Radio 
& Television Corporation, Chicago, an- 

nounced appointment of the Franklin 

a Electric Company, 117 N. 7th St., Phila 


delphia, as a distributor 
JUNIOR + FLOOR MODEL Other distributors of Admiral radio 
COMBINATION 


recently have been appointed: Kamper 

Barrett Inc., 246 S. Van Ness Ave., San 

Francisco, Modern Appliance & Supply 

Co. Inc., 4300 Washington St., New 
PAGE 53 Orleans, and Radio Distributing Com 

pany, 235 Market Ave., S. W., Grand 
Rapids, Mich 





an 
Wo 
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T York aint [ nc. \ 
New ,ciatian: at \ 
Asso | Buyer , \ 
tives an ; Jian es \ 
“nvile Exec oe Small App" \ 
ome vajor © tery \ 
pares, MM eg Polk 
nisl ; Glasswaré - \ 
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OW 
sewares sh 
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Sunday: Jul 18th, 1941 | 


y 
Friday: J Wh! \ 
Auditoriu™ \ 


» Jersey 
atlantic City, _ a 


NEW YORK HOUSEWARES MANUFACTURERS ASSOCIATION, Inc. 


ROOM 108A HOTEL PENNSYLVANIA, NEW YORK CITY 


permogray 


OFF PEAK 
WATER 


HEATING 


Adds Revenue Through 
Balanced Load 











Y ou can easily balance your load to increase income with 
dependable off peak water heating. 


Thermogray — the precision - built, large capacity water 
heater—helps balance your off peak load. And, in addition, 
it sells easily . . . increases customer satisfaction and keeps 
service expenses at a new low. 


Thermogray Electric Water Heaters are built completely by 
a company that has devoted full time for more than |2 years 
to the perfection of heater manufacturing. Many leading 
utilities rely on Thermogray for increased sales and load. 


Don't let extra profits pass you by. 
for full details on the Thermogray line. 


THERMOGRAY CO. 


321 W. McKINLEY ST. JEFFERSON, IOWA 


Write or wire today 
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OIL HEATER 


MONEY MAKING Senes 
FRANCHISE. This mode 


s. Address Dept. 3 


SUST OUT/ NEW 


Low Priced 
ECONOMICAL CIRCULATING 
RADIATING 









NEW Trgoex BURNER 


efficiency 


Exclusive design. 


Transparent flame 
Highest fuel rec 
ery under all types 


and varying d tt 


conditions and s 
Actually overcomes 


gives highest 





all draft conditions 















pig2ai 


SILENT SIOUX OIL BURN 








10 ANNIVERSARY CELE RTO 


O/L HEATING 






ER CORP ange ey 








RANGE: CAVALIER ELECTRIC 


SERVICE: 


DELUXE 


PRICE: JUST ABOVE A LEADER 

























Cavalie 4 


ELECTRIC RANGES 
& WATER HEATERS 


Oo UR noe oe Se eH UY 
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“K-36” is the range that helps 
| you sell better electric cooking 
facilities at a price just above 
the “leader” brackets. Look at 
all these Full 
1014”, over-size oven, with 
extra-thick for cool, 
quick cooking. Fast oven broiler. 
Special broiler rack to prevent 
smoking. Budget cooker and 
three surface units. Reversible 
rotary switches with five heats. 
Appliance outlet. 


features: $1ze— 


insulation 


Provision for 
automatic timer and warmer ap- 
pliance. Freedom from dirt- 
collecting crevices. Let Cavalier 
fit electric cooking into the 
family budgets. Write today for 
information. 


f 


CAVALIER 
CORPORATION 


CHATTANOOGA 


TENN 


Dealers throughout the United States 
who get advertising literature from the 
Easy Washing Machine Corporation at 
Syracuse, probably imagine that Barney 
Finn, who directs it, rises and takes off 
his hat when he hears the band play 
"Sidewalks of New York.” It is no doubt 
a surprise to them when they learn that 
Barney Finn hails from a small Missouri 
town, went fishing barefoot as a boy 
down there, and probably could win a 
mumble-peg contest from any of them. 





Southern California Plans to 
Repeat Range Campaign 


LOS ANGELES 


So successful was the 


March range event participated in by all 
utilities, manufacturers and dealers of the 
Los Angeles district, that the industry 


eat the campaign this fall. In 
unsatisfactory weather conditions, 


plans to rej 
Spite ol 


the sponsors report dealer sales for the 
month far above normal, buyer impetus 
carrying over well into April. The cam- 


had the desired effect of in- 
creasing interest, wholesalers re- 
porting increases in orders from dealers 
of from 40 per cent to 100 per 
March, 1940 

The campaign 


also 


paign 


' 
de aier 
cent over 


offered a 
aluminum cooking with 
makes of ranges, all prices 
“installed,” with special tet 
as 15¢ a day offered. The 
cluded southern California manufacturers, 


free 8 piece 
any of ten 
being quoted 
rms of as low 
sponsors in- 


set 


wholesalers, dealers and the Southern 
California Edison Company, the Bureau 
f Power and Light, the Glendale Public 
Service Department, the Burbank Public 
Service Department and the Pasadena 
Light and Power Department. 

The fall campaign is to be under the 
direction of the same committee and will 
follow along the same general lines as 
the one just concluded, except that it is 


to be extended 


being felt that 
to get the 
Dealers’ 
in more <¢ 
which will 
capture 
ing the 


over a sixty day period, it 
month was too short 
activity properly under 
salesmen will also be tied 
with the next campaign, 
extend special inducements to 
and sustain their interest in sell- 
appliance being featured. 


one 
a time 
way. 

p T 
losely 


G-E Lamp Dept. Change 


Effective as of April Ist, J. A. Buckley 
G-E Lamp Department sales representa- 
tive formerly located in Peoria, was 
transferred to Nela Park, Cleveland, 
Ohio to the Western Sales Department. 

Horton Brockway, formerly with the 
Indianapolis Sales Office, was transferred 
to Peoria to take over Mr. Buckley's 
luties and J. F. Orr, formerly with the 


Midland Division, 


Indianapolis to take over Mr. Brockway’s 


JUNE, 


| 
| 
| 
| 
| 
| 


Chicago, has gone to | 


Easy Replacement 


Handy Plugs “keep the load on the 
lines". The simple construction of this 
plug assures the user of continuous, 
uninterrupted service. All interior 
parts riveted together to prevent 
loose connections (the cause of ex- 
cessive heat). Can be attached with- 
out the aid of tools. Adopted by 


leading Utilities. Special packing for 
Send for samples. 


manufacturers. 


THE WATERBURY BUTTON CO 
Established 1812 
WATERBURY CONNECTICUT 








TURN ANYTHING ELECTRICAL 
ON AND OFF REGULARLY 


For Window Lights, Signs, Heat, 
Fans—Hundreds of Useful Jobs 


Four 
Little 
Giant 

Models 


Self-Starting 
Ratchet setting Dial; One Minute Ac- 
a Hinged Cover; Lots of Room; 
* « -outs; R.P.M, Indicator 
A 
191 A—Single Pole, 20 Amp. $12.00 





1191 —Single Pole, 35 Amp. 13.00 
962 A—Double Pole, 20 A. ea. 14.00 
1962 —Double Pole, 35 A. ea. 15.00 
Apt. House, 2-S.P. Circuits 22.50 


Sixty Minute and Four Hour Timers 
* 


Dealers Cosh Price 30% From List 


35% on Two or More 
Carried by Jobbers Everywhere 


FACTORY REPAIRS 
There are hundreds 
of thousands of Tork 
Clocks in use. Many 
are obsolete. Get 
complete informa- 
tion about repairs 
and when*to recom- 











mend replacements. 





44 AE 
MOUNT VERNON. 
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Lam) 

6 in., 4 v 

9 in., 60 

12 in., 8 v 

18 in. T-8 
watts 

24 in. T-1 
watts 

36 in. T-8 
watts 

48 in. T-1 
watts 

36 in. T-1 
watts 

60 in. T-1 
watts 

60 in. T-1 
watts 


















"For replace 
Everyo 
who uses 
replace tl 
occasion 
You will 
ness witl 
let pros 
you have 
The G 
for fluor 
watts, 6 
length. § 
2-contac 
G-E st 
MAZDA 
have cor 
istics to | 


lamp life 


For fu 
nearest | 
utor or 
Applian 


General 


GE! 





ELECTE 








l. E. S. Holds Regional 


Conference 
HARTFORD, CONN.—A most. suc- 


cessful inaugural conference was held by 
the Northeastern Region of the Illumi- 
nating Engineering Society in Hartford 
on May 9 and 10. Three hundred and 
fifty engineers gathered to join in a well 
chosen program. 

Three parallel sessions on Friday and 
two parallel sessions on Saturday, in 
which a total of twenty-four speakers 
took part, resulted in a most profitable 
conference. It is certain that periodic 
gatherings of this sort will be a per- 
manent feature in future Regional pro- 


. 
There s © grams. 
The Northeastern Region, which is 
Replacement comprised of the New England Section, 
New York Section, New York Resi- | 
Market All dence_ Lighting Forum, and the newly | 
organized Connecticut Chapter, was hon- | 
ored by the presence of Samuel Fer- | 
Around You guson, Chairman of the Board, of the 
e Hartford Electric Light Co., at the 
banquet held at the Hotel Bond. A. D. 
Cameron, national president of the 
I. E. S., formally presented its charter to 


the new Connecticut Chapter and passed NATIONAL ENAMELING AND STAMPING COMPANY 
on to . D. Gorman, its chairman, a DE LUXE NESCO AUTOMATIC ROASTER 

rare gavel of marblewood the gift of the 
Oregon Chapter. 


BUILT INTO NESCO AUTOMATIC 


Fitzgerald Appointed By Easy ROASTERS WITH ‘““TOPHET A”’ 
R. O. Fitzgerald has been appointed 


a district sales manager of the Easy NICKEL-CHROME HEATING ELEMENTS 


Washing Machine Corporation, it was 
announced by W. Homer Reeve, acting 
sales manager. Mr. Fitzgerald will have 
charge of a newly established direct out- 
let territory comprising the counties of 
Delaware, Greene, Columbia, Sullivan, 


Ulster, Dutchess, Orange, and Rockland } 4 : 
in New York State—and Wayne and NEWARK, NEW JERSEY 
Pike Counties in Pennsylvania. Before 
joining the Easy organization, Mr. Fitz- 
gerald was associated with Peaslee-Gaul- 
9 in., 6 watts FS-5 2 bert, Louisville, key distributors. He has 
12 in., 8 watts also served with wd branches Re that 
: ; : | organization in allas, San Antonio, 
18 in. T-8, 15 Oklahoma City and Amarillo. 











Lamps Starters | Contacts 





| 6 in., 4 watts 


watts 
i 24 in. T-12, 20 
| watts 





36 in. T-8, 30 
watts 

eae Ranges in the Movies 

36 in. T-17, 65 7 
watts 

360 in. T-17, 100 

watts 

60 in. T-17, 100 
watts 


FS-74 4 


FS-64 4 


FS-6* 2 








"For replacement in 2-contact starter sockets 


Everyone in your neighborhood 
who uses fluorescent lighting must 
replace the starters for this lighting 
occasionally. So stock G-E starters. 
You will be able to get this busi- 
ness with little sales effort. Simply 
let prospective customers know 
you have the starters they need. 

The G-E line includes starters 
for fluorescent lamps of 4 to 100 
watts, 6 inches to 60 inches in 
length. Some of these starters. are 
2-contact, others 4-contact. 

G-E starters were designed by 
Mazp~ lamp’ engineers. They 
have correct operating character- 
istics to provide normal fluorescent 
lamp life and performance. 








THE NEW 


ARMSTRONG Derére sn owen 
WITH EVERY WASHER 


®@ Here's the sure-fire plan that makes the sale—Every time you sell a washer, send 
| along a new Armstrong DeLuxe Ironer for a free trial. Any housewife can operate 
| it without special instructions and few of them 


pty te Nag es go after —_ — —_ SENSATIONAL— 
a week's laundry on it in one-half the usua . 
. Low Priced IRONER TABLE 


If sale is not made, you have nothing to lose, oMedern 
as you are not put to any refinishing expense design fin- 











For further information see the and cs we supply a new cloth cover. rps Pos 
. bs ° * ‘ : ou e- 
nearest G-E Merchandise Distrib- An electric range promotion undertaken The Armstrong DeLuxe is today’s biggest ironer Lataee 


| theat anaaers in the value. 21-inch roll, thermostatic 3-heat con- 
ms ~ — -s 6 & : featured trol. Approved by Underwriters’ Laboratories. 
ees eee - Retails at $29.95. ioe 

. ‘ : : two ranges as prizes to holders of win- eee 
General Electric, Bridgeport, Conn, ning tickets. About 25,000 tickets were | Wire or write for complete details to Dept. EM. Sanit be. 
distributed and the electric range came aati: ka 


Q@ in for some pretty hefty publicity as ARMSTRONG PRODUCTS CORP. store ironer 
GENERAL (% ELECTRIC may be seen by = typical theater HUNTINGTON, W. VA. ~ hom. nates 
marquee announcement. 


white en- 
amel. Plenty 





utor or write to Section D-1286, 
Appliance and Merchandise Dept., 


Pt ———_ —— 


et 
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$1.00 per line 


WHERE TO Buy 


Parts, Services 


UNDISPLAYED RATE: 
per insertion. Minimum charge $4.00. (First line in small black face 
type.) Fractions of a line count asa line. Discount of 10% if full payment is made 
in advance for 4 consecutive insertions of undisplayed ads 


& Accessories 


DISPLAYED RATE: 


$12.25 per inch per insertion. Contract rate on request. (An advertising inch is 
measured vertically %” on one column. There are 4 columns—48 inches to a page.) 

















o 
Display this new 
line of correct lu- 
bricants — each 
can _ lithographed 
in 3 attractive 
colors. 


WASHING MACHINE 


CREE! Lusrication CHART 


For All Popular Machines 





SERVALL COMPANY 


Write for Chart, Lubricant prices 
and name of your nearest jobber. 





3572 Gratiot, 
DETROIT, MICHIGAN 





LARGE STOCK 


WASHING MACHINE PARTS 


At Special Low Prices! 


PROMPT DELIVERY 


Write for our latest price list 


APPLIANCE SERVICE CO. 


111 FEDERAL ST. 


PITTSBURGH, PA. 











——— 





A penny Post Card... 


will bring you full and complete details of 
the best DOLLY in the world 


REFRIGERATORS and RANGES 
YEATES APPLIANCE DOLLY MFG. CO. 


Box 5037 N.L.B. Sta. 
Long Beach, Calif 


for handling 


2525 W. Kilbourn Ave. 
Milwaukee, Wis. 











RUBBER UPHOLSTERED 


oS - ry 
HAND << A\\j 

Vie \ 4 
TRUCKS V \)>} ‘ 
SAFEGUARD ™ 
Your Profits! 


Use ORANGEVILLE 
TRUCKS fer han 






dling refrigerator 

ranges, radios, kitchen cabinets, ete. Only truck 
with patented quick change ratchet nose. Com 
pletely rubber upholstered throughout several 
convenient sizes. Descriptive circular and prices 


on request 
ORANGEVILLE MFG. CO. 
Manufacturers complete line of Floor Trucks 
Orangeville (Col. Co.) Penna 















ALTER SERVICE IS PROMPT 


~and we have everything you need in 


AIR CONDITIONING 
and REFRIGERATION 
PARTS and SUPPLIES 


Write for tree catalog. 
Please use your letterhead. 


THE HARRY ALTER CO. 


1728 S. Michigan Ave., Chicago, Ill. 
3 CHICAGO BRANCHES, NORTH, WEST, SOUTH 
NEW YORK PHILADELPHIA BRONX JAMAICA 
NEWARK DETROIT CLEVELAND ST. LOUIS 











FLUORESCENT 


Buy Direct—All Types—Factory Prices 


Save up to 50% on Fluorescent Lighting. Using 
100% G-E parts. Dealers write for FREE catalog 


McGEE RADIO 


FD-2115 KANSAS CITY, MO. 












CIRCULATORS 


General Electric heavy 
/ 4 a y duty 
Potente Quiet” aluminum blades: 
riple-Plated, jewel finish chrome 
On seamless stees column 
feteire Dilated steel Guard. 
vy Base: B : 
Cohn aked Ebony Crystal. 
Complete Line of Ventilati 
entil 
Equipment. — 


For further information write to- 
CIRCULATORS end D 
EVICES 
MANUFACTURING CORP 
INCE ‘ 

NEw YORK, Mee 





TRU 


FOR HANDLING ALL 


i REFRIGERATORS 
and RAN € E S 


No. 102 BALANCE TRUCK 
“te Lifes and 595" 













Carries the Load” 

CASTER X-75 TRUCK 
Handles all Refrigerators G 5992 
Ranges with Ease & Safety OS™ 

No. 5 PADDED COVERS 
for R erators and Ranges 

h f 


cabinets 





. quilted 5” apart 
with @ theck layer of cotton stitched 


in. Slit-Back adjustable Deg 


feature for special sites 











SELF-LIFTING PIANO TRUCK CO. FINDLAY, OHIO 


ste de Sherbinin 
for LAMP ACCESSORIES 


Shade adapters, finials, harps, risers, oil 
lamp adapters, vase caps and miscel- 


laneous lamp accessories. Complete line. 
Quality made. Attractively priced. Send 
for a catalog now. W. N. de Sherbinin 
Adapters, Inc., Mt. Kisco, N. Y. 
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SPECIALTIES 





Textile Specialty Co., W. 


Electric Mangle Roll Pads and Covers 


Vacuum Cleaner Bags, Ironing Board pads 


and covers, washer and ironer covers. Ohio 


54th, Cleveland, O 








NEW ADVERTISEMENTS 


must be received by the 30th of the month 
to appear in the issue out the following 
month. 
Address copy to 
the Departmental Advertising Staff 
ELECTRICAL MERCHANDISING 
330 W. 42nd St., New York City 











SELLING : 
EMPLOYMENT : 
UNDISPLAYED 
15 Cents a Worp. MINiIMuM CHarGe $5.00 
Positions Wanted (full or part time salaried 
employment only) % the above rates 
payable in advance 
Boz Numbere—Care of publication New 
York, Chicago or San Francisco offices 
count as 10 words 
Discount of 10% if full payment is made 
in advance for 4 consecutive insertions. 





SEARCHLIGHT SECTION 


( Classified Advertising ) 


“OPPORTUNITIES” 


——RATES—— 


Individual Spaces with 


| 


The advertising rate is $8.00 per inch for 


An advertising inch is measured %” ver- 


: MERCHANDISE 


: BUSINESS 
DISPLAYED 


border rules for 
prominent display of advertisements. 


all advertising appearing on other than 
a contract basis. Contract rates quoted 
on request. 

tically on a column — 4 columns — 48 
inches to a pace 



























ILBERN v, 


backs. 


You keep your profits. 


Once sold they stay sold! 


241 W. 23rd STREET, 







See) FREE srreescoet || eSSeuLa, @ 
e—. Swbmit the NAME you wish to Regrter 
Send @ Stetch or Mode! of vour «vention for 
$ CONFIDENTIAL RON\CY 





ii Plane Ungacre $-3088 
PATENT ATTORNEY PROF. ENCINEER 











JUNE, 


© Write for interesting price schedule. 


MILBERN VACUUM CLEANER CO. 
NEW YORK CITY 
“Recreators of Vacuum Cleaners" 


RE-NU-VATED 
CUUM CLEANERS) 


Get these great traffic builders 

Here are low priced sales builders that give perma- 
nent customer satisfaction without headaches or kick- 
All leading brands 
perfectly rebuilt from brush to handle grip. 


















Additional Electrical Line 


Wanted by newly established manufac 
representat can be s 
> manufacturers or Utilities for Connect 
cut or New England, Sixteen years’ expe 
rience in the electrical industry. Write 
Box 1393, 
Hartford, Connecticut 
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Display Sells 
Light Conditioning 


goes on, sales of electrical appliances 
generally, of the type stocked by the 
store, as well as such accessories as 
extension cords, plug-in connections, 
sockets, etc., were carried along up- 
ward. 

In connection with the improve- 
ments made in the display in the de- 
partment itself, Mr. Fischinger turned 
persistent personal attention to the 
matter of window displays. These 
were kept frequent and fresh. In the 
year in which he made such remark- 
able progress in volume increase, his 
window changes numbered 10—ap- 


Measures Texas in Cups of 


Coffee 





That drinking coffee, like coca cola, is 


a habit and once a drinker and always 
a drinker, is the philosophy of G. S. 
Crum of Graybar Electric, Dallas, Texas. 
That's why Mr. Crum has pinned his am- 
bition to the Cory coffee-maker, feeling 
that the public's taste for the beverage 
gives him an inside track in promoting it. 
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“Ernest | Fischinger, nage ot 
the electrical department of F. & W. 
Grand-Silver store, 1623 Main street, 
won second pla inl nation-wide 
contest sponsored by his company. 
The contest Was ba ed 1 the gross 
volume of business of the individual 
electrical appliance departments in 
1940 First place went to Philadel 
phia, with only l gin of 
volume ver Dall 

Phe diffe rence » De S35 

(And, in the words of Mr. Fischinger 
1 r he east gvreatest 
neasure be attributed asic fact 
hat he got out plenty of ordinary 


lamp bulbs where everyone could see 
them, pick them up, handle them 
and buy them. 
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FEATURES: Compact 
silent, tight weight. Has 
adjustable panel and pro- 
tective grills. Also adjust- 
able legs. Wired for plug-in 
connection. Easy to 
demonstrate. 




















ALSO COMPLETE 
RANGE OF VENTI- 
LATING FAN SIZES 
AND STYLES 


@lt's easy to find prospects ... easy 
to sell these Lau NITEAIR Panel Fans. 
Homes, apartments, offices, stores, 
clubs, and churches; owners and 
tenants—all become your prospects for 
lew cost, efficient NITEAIR ROOM 
COOLERS. Also larger units to suit 
any residential and many commercial 
needs. Write for complete merchan 
dising plan and liberal discounts 
today. 


WRITE THE LAU BLOWER CO. 
2018 Home Ave., Dayton, Ohio 
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THERE'S A SALES ENGINEER NEAR YOU 














CUSTOMERS EXPECT 


in every heating appli- 


ance they buy — because 


they expect the longest 


life from the heating el- 


ement. 


Then be certain your ser- 


vice is all that they ex- 


pect—simply specify this 


alloy as the heating ele- 


ment material. 


DRIVER-HARRIS CO. 


HARRISON 


N. J. 


*Trade Mork Reg. U.S. Pat. Off 
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There's real timeliness in this window display G-E'’s John Klenke 
thought up. It works equally well for radio as well as clocks. 


Clock Idea Works 
For Radio, Too 


N' yy] every electrical appliance 
4 dealer keeps his right hand 


ignorant of what his left hand is 
loing. Sometimes they work together 
General Electr radio field repre 
entative in Seattle, John Klenke, 
hought this one up, and an unusual 


and effective window display was the 


result, which has been used with good 
esults throughout the territory 


Klenke noticed a large 


itinerant 


background display for G-E electric 
locks, which consisted of a flattened 
phere representing the world, such 


ily, France, Ger 


United States 


> Japan, | ngland, It 


\ 
inv, Russia, and the 


He obtained a number of large sketches 


of such headline notables as Prince 
Konoye, Winston Churchill, Roose- 
velt, Mussolini, Marshall  Petain, 


Hitler, and Stalin, and carried ribbons 
from each picture—placed in the fore- 
ground of the display window—to the 
part of the globe associated with each 
individual. The display was completed 
with the strategic placing of various 
G-E radio models. The total effect is 
such that sidewalk traffic 


in a single glance gets the immediate 


pauses and 


connection between men, time, and 


action of international importance. 


\long about that time the same 
passers-by find themselves giving a 


good, long look to both radios and 


electric clocks. 


After Twenty-Six Years — This 





Starting from a humble beginning in 1915, the L. C. Taylor Co., now one of 
Southern California's largest electrical dealers, celebrated its 26th birthday with 
the opening of completely remodeled and enlarged quarters at 143 N. Lake Ave. 
Harold Taylor is owner and manager of the store, which features Frigidaire and 
Hotpoint refrigerators, Bendix and ABC washing machines, and many lines of 
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radios, vacuum cleaners and small appliances. 
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The Merchandising Month _ By L. E. Moffatt. . 


Portland Oregon goes "Through the Dealer" 
By Clotilde Grunsky 


Here are the results of the Reno Plan as applied to complete dealer 
merchandising in Portland, Ore. 


What to Send that Boy in Camp 


Gift suggestions that the boys can use in camp. 


Trailer Park Dwellers Need Small Appliances 
By Tom F. Blackburn 


War boom towns thrust thousands into cramped quarters. 


How Farmers Buy......... 


G-E's farmersbuying-habit survey of 15 rural counties in the middle 
west. 


How to Avoid Losing Money on Trade-Ins 
May Appliance Co., St. Louis, Mo. tell how they solved the problem. 


Adequate Display Sells Light Conditioning 


Windows Sell Fans * 


Ideas 


Tie-Ins Give Washers a Free Publicity Ride .......... 


Opportunities for cooperative displays await aggressive dealers. 
Complete "Home Conditioning" Sells Appliances... 
Beauty Appeal Sells Window Box Fans .. 

Statistical Barometer By Marguerite Cook 


New Merchandise By Anna A. Noone 


New Positions 


Lighting News . 


6 


ANNA A. NOONE, Home Appliance Editor 
MARGUERITE COOK, Market Analyst 


4 


10 


14 


24 


30 


32 


4\ 


7" 
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